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How do you measure the image of a TV station? 


10 searching questions gave the answer in New Orleans... 
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Which is your favorite television station? 





Which TV station best serves the interests of the community? 








Which New Orleans station has the best local news coverage? 


STATION B 
30.7% 1 


STATION C 2,8%> 





Which local station has the best women’s programs? 


STATION B 
32.2% / 


STATION C 1.99% 





| STA . 
Which local station has the best non-network children’s programs? “40.9%. 





Which station has the best network children’s programs? 


STATION 8B 


46.3% 17 5% 





Which station has the best national news coverage? 


STATION B 
20.8% 


STATION C 1.7% 





Who is your favorite weather personality? 


NASH ROBERTS . 
ALL OTHERS 4.5% 
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Who is your favorite woman fs 
personality on television? So 
£ 


TERRY FLETTRICH WDSU-TV 
WDSU-NBC PERSONALITIES 9.6% 
ALL OTHERS 28.7% 





10 Who is your favorite local news- ae 


commentator or personality? Se S 


ALEC GIFFORD WDSU-TV 
OTHER WDSU-TV 24.2% TOTAL WDSU-TV 52.5% 
NO OTHER NEWS-COMMENTATOR’S SHARE WAS MORE THAN 17.2% 
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These data are based only on those respondents who 
expressed a preference in survey conducted by Trendex 
(Results released August, 1961). 871 telephone 
interviews, completed in the metropolitan New Orleans 
area form basis of this survey. Respondents selected 
at random from local telephone directories. 


Copies of complete survey available on request. 





WbDSU =TV. .. first in the minds 


and hearts of Orleanians.... first in 
advertising — national spot, local and total. 


CHANNEL G6 + NEW ORLEANS 
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Mow important is the 24? 
Se 


Just as important as one’s 2nd shoe is 
Michigan’s 2nd TV market...that rich 
industrial outstate area made up of 
LANSING-FLINT-JACKSON and 20 
populous cities ...3,000,000 potential 
customers ... 684,200 TV homes (ARB 
March '60)...served exclusively by 
WJIM-TV for 10 years. 








WJ) j M = 3 es located to exclusively serve LANSING... FLINT JACKSON 


Covering the nation’s 37th market. Represented by Blair TV. WJIM Radio by MASLA 
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23 THE MONEY IN PUBLIC SERVICE 
Stations contributed $82 million to community causes in 
just the third quarter of this year 


Colonial Bread is a con- 

sistent user of television. 

We maintain a year-round il aa ain lia 

and steadily increasing , 

6 ee. News, an increasing number of stations are finding, is not 


ments on WLW-A, as = only fun, hos rewarding 
find more and more 0 


the best network and lo- 
cal programs on their 


schedule. 30 NETWORKS’ UNHAPPY NUMBERS 





There’s a better profit ratio in operating a station 
than a network, FCC data shows 





1 WAS A DIARY KEEPER FOR THE ARB 


We feel WL The inner workings of television audience research, 
ee : | 

a defini W-A has been as seen by one of the chosen few 

@ definite factor in keep- | 

Ing Colonial Bread num- 

ber one in the market. 


CAN TV EDUCATE? 


Agency's analysis show the medium can—and 
Lo * Se does, every night of the week 
Seis: Director, Bennett & Co., Inc. 
tees a _— — 


Wianamrenrensete 
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In Camera 
The lighter side 
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“COMMUNITY CAMPUS” 
. . . adult education for thousands of St. Louisans F 
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The NEHW Spirit\of St. Louis 








Every Saturday morn- 
ing KTVI becomes a 
Midis mammoth classroom as 

dalelel-t-talel-Meolm@Uil-t-loltla) 
Tale Mili falell-Ma-t-jlel-lane-) 
Wah dalla Wel @riesll(-me-tollel 
of St. Louis tune to the 

t / j Voli at _Toller-adlolalolacloie-laan 

LY j “Community Campus”, 
now in its fourth consec- 

utive year. KTVI’s 

’ Tealolal-t-ii-Melamel*lolilom-tar- tie) 

% ei programming that bui/ds 

3 , and ho/ds viewer audience 
instead of just “filling 

» ie time” is another reason 

ae why... 


y IN ST. LOUIS THE 
QUALITY BUY IS KTVI 


Represented 
nationally by 


KrviZP 


AIR- 








in the 
public 
interest 


WCAL-TV 


STEINMAN STATION 


Clair McCollough, Pres 


) WGAL-TV 
Channel & 


Lancaster, Pa. 
NBC and CBS 


»epe ¥ 
Representative: MEEKER 
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Letter from the Publisher 
New Era 

The birth of a new era in television news can be said to have 
begun at 9:34 a.m., May 5, 1961, when Commander Alan B. 
Shepard began his lonely ascent into space. An entire nation was 
with him, thanks to the television camera. Many earlier events— 
political conventions, elections, inaugurations and the like—had 
established television’s immediacy, had demonstrated how obso- 
lete, in a way, was spot news coverage in newspapers. But this 
event, this first American space thrust, gave to tv news still another 
dimension: viewers became participants in history. For television 
was not simply offering the immediate recording of an event, mere 
history, it was offering the experience of history—protagonist and 
millions of spectators were one. It had a profound effect on the 
nation and on the direction of television news. 

In this issue, beginning on page 26, can be found a survey and 
analysis of local station news coverage during the third quarter 
of this year. Stations were asked to describe their most outstand- 
ing coverage feats in that period and were queried on such matters 
as time devoted per week to local news, to network news and to 
the number of news programs presented per week. The numerous 
responses were characterized by an enthusiasm for and a knowl- 
edgeableness of news and the problems and rewards of covering 
news. 

The average reporting station presents approximately four 
hours and 12 minutes a week of local news, and three hours and 
10 minutes a week of network news. Although there may still be 
those stations blind to the value of news, it is safe to say that the 
percentage has grown smaller, and that today, with the networks 
leading the way, communities throughout the country stand to 
benefit from the increasing elan and zeal of news-oriented stations. 

This is a fact of television life today which seems little appre- 
ciated. In these perilous times, stations can inform, illuminate 
and, as we noted earlier, involve their audiences. In doing this, 
stations themselves stand to benefit: by developing reputations for 
responsibility, alertness and intelligence in the handling of the 
news, they can achieve a status and dominance in their communi- 
ties that would be hard to beat. 


More Competition 


In this respect, the TELEVISION AGE survey indicates that more 
stations appreciate this fact and that there is increased, sometimes 
heated competition for news in multi-channel markets, contro- 
versial issues seem to be covered more often, and the networks, 
more and more, are depending on local stations for feed-ins. 

A natural outgrowth of this increased competition for, and 
emphasis on, news may be in the area of editorializing, a rather 
difficult matter for local station management. But it can certainly 
be argued that if a station has achieved the sort of status it can 
get through straight coverage of news events, it can, with authority, 
speak out editorially on the most sensitive of matters. This has 
been the experience of those managements which have had the 
imagination and conviction to editorialize. 


by foul 
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‘‘So Real 


on RCA TV Tape 
that Food Advertisers 






Buy on Sight!’’ 








2»SAYS EARL MORELAND, MANAGER, WMCT-TV, MEMPHIS 


“The clarity of RCA Tape commercials has been a 
big factor in selling time to local and regional food 
advertisers. Through RCA Tape, WMCT has secured 
increased schedules and new business. Advertisers 
can produce commercials on tape -faster and more 
economically than on film. And once they see how 
real their productions look on RCA Tape, they buy 
it on sight. We are already producing over 50 com- 
mercials a month—and we’ve just started. 

“From an engineering standpoint, the RCA re- 
corder was selected because: 1) RCA produces 


The Most Trusted Name in Television 


equipment geared to broadcast requirements, using 
parts familiar to television engineers; 2) The machine 
is designed for ease of service; 3) Based on many 
years’ dealings, the station felt confident that pro- 
fessional assistance from RCA would be readily 
available should the need arise.” 


For information on the finest quality TV Tape 
Recorder, call your RCA Broadcast Representative, 
or write to RCA, Broadcast and Television Equip- 
ment, Dept. BD-278, Building 15-5, Camden, N. J. 
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“Brawnski Will Be Big 


In The Media Department” 


Sharp lad that Brawnski . 


.. he’ll join the agency schooled in basic market 


facts. Obviously he knows that South Bend has the state's highest per house- 


hold income, $7987”. And that its total retail sales are $287,091 ,000* . . 


$62 million of it in food*! 


. Over 


While a rich market in itself, South Bend is part of a total 15-county area 


with buying power in excess of $1.7 billion*! You can’t afford to penalize 


your sales efforts in a market of this scope .. . . 


it calls for an all-out aerial 


offensive! And no station reaches South Bend aerials like WSBT-TV! 


The nation’s oldest UHF station, WSBT-TV has dominated this market since 
its opening day. Year after year it delivers 40% to 45% share of sets in use, 


sign-on to sign-off, with top CBS programs and popular local shows. 


Don’t fumble sales potentials in the big South Bend market. Get the latest 


signals from your Raymer man. 


*Sales Management 1961 Survey of Buying Power 


WSBT-TV 


CBS 


TELEVISION 


NETWORK 





SOUTH BEND, INDIANA 


Channel 22 


ONE OF CBS' HIGHEST-RATED STATIONS 


Ask Paul H. Raymer, National Representative 
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WFGA-TV IS THE STATION TO WATCH 


NORTH FLORIDA 
SOUTH GEORGIA 
MARKET 


a 





EPRESENTED NATIONALLY BY 


PETERS, GRIFFIN, WOODWARD, INC. 


Month in and month out, TV viewers* in metropolitan 
Jacksonville are making WFGA-TV the station for adver- 
tisers to watch. 


WFGA-TV delivers the $2,000,000,000 North Florida-South 
Georgia market at your lowest cost-per-thousand. Con- 
sult your PGW Colonel for full details. 


*ARB March-June 1961 


QWFGA-TV & 


JACKSONVILLE 
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Western 
Without 
Stagecoach 


In the Sacramento area, where stagecoaches rolled 
and gold once rushed, many people need look 
no further than their family trees for action 
stories of the Old West. Finding modern, live 
dramatic fare, however, is another matter. Like 
sO many areas west of Broadway, Sacramento 
has very little live theater. 














Corinthian station KXTV is doing its part | 
to remedy this. “The Ties Have It,” a drama 
locally written and acted, was produced and 
aired by KXTV. Finalist in the Corinthian 
Stations Public Service Award competition, the 
show is one of several being presented to en- 
courage local writing, local little-theater groups, 
local talent, and local dramatic schools. 














} 
In a computer world of machine decisions | 
and hot pursuit of numbers, KXTV’s action is 
hardly calculated to make Sacramento’s Broad- 

way replace its eastern namesake. It is, however, 

typical of the Corinthian viewpoint: A station’s 

ties to a community, like all friendships, need to 
be kept in good repair. We believe that this kind | 








of originality is not only good citizenship but a 
sales virtue as well. 


Responsibility in Broadcasting 


PRE CORINTHIAN 
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CORINTHIAN 
| STATIONS 
PUBLIC SERVICE 
WARDS 


FINALIST 






KOTV 
TULSA 


KHOU-TV 
Houston 


KXTV 
SACRAMENTO 


WANE-TV 
Fort WAYNE 
WISH-TV 
INDIANAPOLIS 


WANE-AM 
ForT WAYNE 


WISH-AM 
INDIANAPOLIS 


@ 
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@ 
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Represented by H-R 





Letters 


to the 
Editor 





Lever Issue 


If one of the aims of TELEVISION 
AGE Magazine is to inform, then you 
have succeeded admirably with your 
recent issue devoted to Lever House. 

Were you to take a readership 
survey, | am sure you would find 
that this issue of the magazine will 
be worn out long before it is ever 
discarded. At WNBC-TV it is making 
the rounds from the sales force to 
the traffic department. Its final des- 
tination is a permanent spot in our 


files. 

For myself I can say that a busy 
station manager has neither the time 
nor the facilities to make as com- 
plete a study of an important adver- 
tiser as your publication has in this 
complete and informative issue. My 
views are shared with those of us at 
WNBC-TV who have read it. 

I look forward to more such is- 
We all have much to learn 


sues. 
about our industry. Your efforts 
towards this end are most ap- 
preciated. 
Peter M. AFFE 
Station Manager 
wnsc-Tv New York 
Global Tv 


. . . I believe that the article [“Of 
Time, Space and Tv,” Tv AcE, Oct. 2, 
1961] is factual and is a fair presen- 
tation of some of the problems which 
confront the Commission. 

T. A. M. Craven 
Commissioner 

Federal Communications 
Commission 


Washington, D. C. 


Billing Systems 


Thank you for . . . reminding the 
industry [Tv AGE, Oct. 30] that the 
Katz Agency has been operating a 


“centralized _ billing” since 


1932. 

To avoid misunderstanding, and 
for the record, may we add this 
clarification: while it is true some 
25 people are involved in the billing 
function, the overall accounting de- 
partment staff, including the con- 
tract division, numbers 55 employees. 

KEN KLEIN 

Director, Public Relations 
The Katz Agency 

New York 


system 


AGA Story 

. .. I want to thank you and your 
folks for the time that was spent in 
developing the material for this 
article (“Pipeline to Sales,” TV AcE, 
Sept. 4), and want you to know that 
it is very much appreciated by the 
members of our association. 

Your article points out the impor- 
tance that we at AGA place upon our 
television activities, and we will cer- 
tainly bring this story to the attention 
of our member companies, if permis- 
sion is granted to reprint this article. 

S. F. Wixstrom 
Director of the PAR Plan 
American Gas Association 


New York City 


Trend Toward Taste 


The article [“A Trend Toward 
Taste,” TV AGE, Oct. 2] I found to be 
most interesting because of the many 
faceted aspects brought out in this 
piece. I wish to make it a point to 
thank you for your accuracy in quot- 
ing me. I got a particular kick out of 
the anonymous “snapped” quote on 
visual squeeze. 

As a regular reader of TELEVISION 
AGE | find many articles of interest, 
and I feel that you perform a most 
important service for people like my- 
self in keeping us abreast of various 
phases of the industry. 

ERNIE PiTTaRO 
Film Producer 
Dancer-Fitzgerald-Sample, Inc. 
New York City 


. . . I read the article with great 
interest and have no complaints on 
the way in which I was quoted! It 
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PRIME-TIME SERIES on WNBF-TV, ‘Panorama’ examines major facets of the community's political, 
economic and cultural life. It features such informed personalities as (A) Secretary Goldberg (B) lead- 
ing editors and newswriters from the station’s 19-county area (C) Governor Nelson Rockefeller (D) 
leaders among foreign students at Cornell University. 


Prime example of the programming through 


which creative talent and community leadership 
are continually building new vision into Tele- 


vision on stations represented by BL Al K lV 





“A community, like an individual, 
needs to ‘know itself.’ Just as self- 
knowledge strengthens a man, so 
does it provide a cohesive force for 
community progress. At WNBF-TV, 
we feel nothing can better serve the 
public interest than to provide the 
means to such an end. So we devel- 
oped ‘Panorama’—a carefully- 
produced prime-time series to give 
our entire community a deeper un- 
derstanding of its people, its re- 
sources and its future.” 
GeorGE R. DUNHAM 
General Manager, WNBF-TV 








Spotlighting matters 
of local significance 


‘Panorama’ deals with vital questions: 


How is the crisis in education being met | 


locally? How do foreign students at a 
local university regard our nation and its 


citizens? How do local police maintain | 


24-hour protection? How has local em- 


ployment been increased and diversified? | 


Presenting informed answers to such 


questions, in a way that captures com- | 


munity attention, is a constant challenge. 
It keeps the Public Affairs Division of 
WNBEF-TV on-the-go...to Mansfield State 
Teachers College to see how students of 
tomorrow will be trained... to the Bing- 
hamton Police Department for a day-and- 
night stretch with patrols...to Cornell 
University to arrange a foreign-student 
panel . . . even to Washington, D. C. to put 
on camera Secretary Goldberg’s helpful 
views on a major local development, the 
battle for revived economy at Scranton. 

Every month, for more than a quarter- 
million families, ‘Panorama’ examines 
some important facet of community life. 
Each program is telecast in prime time for 
maximum viewing. Response has been 
thoughtful and gratifying. 

Along with comment from local leaders, 
‘Panorama’ triggered newspaper articles 
on local highway problems, with liberal 
use of direct quotes from the program. 

‘Panorama’ is always timely. Emphasis 
is always local. Evidence of thoroughness 
in its over-all planning can be gained from 
the fact that the West End Brewing Com- 
pany of Utica, after reviewing the format 
and preliminary scripts, decided to spon- 
sor the program from its very first telecast. 

To Blair-TV, creative public-affairs pro- 
gramming by great stations like WNBF- 
TV is a constant source of inspiration. We 
are proud to serve more than a score of 
such stations in national sales. 


BLAIR-TV 


Televisions’s first exclusive 
national representative, serving: 


W-TEN — Albany-Schenectady-Troy 
WFBG-TV — Altoona-Johnstown 
WNBF-TV — Binghamton 
WHDH-TV — Boston 

WCPO-TV — Cincinnati 

WEWS — Cleveland 

WBNS-TV — Columbus 

KTVT — Dallas-Ft. Worth 
KOA-TV — Denver 

KFRE-TV —Fresno 

WNHC-TV — Hartford-New Haven 
WJIM-TV — Lansing 

KTTV—Los Angeles 

WMCT — Memphis 
WDSU-TV—New Orleans 
WOW-TV — Omaha 

WFIL-TV — Philadelphia 

WIIC —Pittsburgh 

KGW-TV — Portland 

WPRO-TV — Providence 
KING-TV — Seattle-Tacoma 
KTVI—St. Louis 

WFLA-TV — Tampa-St. Petersburg 


| should be widely read and much ap- 
| preciated in the industry. 


Gorpon WEBBER 

Vice President 

Benton & Bowles, Inc. 
New York City 


Humor Dep’t 

. . . the original story on “the 
achtzehn mistake” [In Camera, Tv 

AGE, Oct. 16] I think is hilarious. 
Epwarp A. GREY 
Senior Vice President in Charge 
of Media 
Ted Bates & Co., Inc. 
New York City 


. . . the “octane mistake” . . . has 
created a good many chuckles around 
here. 

Ronatp C, BRADLEY 
Ted Bates & Co., Inc. 
New York City 


Spot Semantics 

May I suggest as a substitute for 
the word spot [Letter from the Pub- 
lisher, TV AGE, Aug. 7] a sort of 


| elision of the words local and national 


. . locational. 


This is somewhat definitive, since 


the purpose of “spot” buying is to 


| select certain markets or locations. 


New SUBSCRIBER 


Publisher’s Letter 

. Your October 16, 1961, “Let- 
ter from the Publisher,” pointing a 
justifiable finger at the Honorable 


| Newton N. Minow, was not just in- 
| teresting—it was well done and cer- 
| tainly in order. 


It has long been my personal feel- 


ing that too many of us actively en- 


gaged in broadcasting are willing 
to overlook the obvious effects of 


| Mr. Minow’s “personal” comments. 
| It appears to me that Mr. Minow is 
| avoiding, either by deliberation or 


naiveté, the fact that he is a public 
figure, and as such, has abrogated 


| his rights to public expression of his 
| personal likes and dislikes. 

Frankly, the words of Newton N.° 
| Minow, private citizen, would be of 


great interest and value to any 


broadcaster. But, those same words 


and those same opinions, when 


spoken by Federal Communications 
Commissioner Newton N. Minow, 
are so weighted and imbalanced by 
irrational minority support and ac- 
claim that their true meaning is lost 
and their values down-graded by 
emotional overtones. 

Again - you are to be com- 
mended for your outspoken stand 
and for keeping the problems of the 
day-to-day broadcaster in mind. 

M. Dave Larsen 
General Manager 
KTVH Wichita, Kan. 


Your October 
the Publisher” 


Congratulations! 
16th 


was excellent. 


“Letter from 


I do hope your suggestion that 
Governor Collins and a group of 
prominent citizens discuss this di- 
rectly with the White House will not 


fall on deaf 


worth, I have suggested to Collins 


ears. For what it is 

that this is a tremendous idea and 

that | 

White House reaction. 

James C. RICHDALE Jr. 
KHOU-TV 


would be interested in the 


Houston 


. . . Keep up the good work in 
order that perspectives may be kept 
sharpened! 

J. M. Baiscu 

Vice President & General Manager 

WREX-TV Rockford, Ill. 





Stimson Bullitt, Seattle lawyer, has 
been named president and chief ex- 
ecutive officer of the King Broad- 
casting Co. which owns and operates 
KING-AM-FM-TV Seattle, KREM-AM-FM- 
Tv Spokane and kGw-aM-TV Portland, 
Ore. Mr. Bullitt has been an officer 
and director of King Broadcasting 
since 1946, when it was founded by 
his mother, Mrs. A. Scott Bullitt. 


November 27, 1961, Television Age 13 





FULL - TIME 

In Rochester, N. Y. 

It is with a feeling of great pride, together 
with a complete awareness of tremendous 
responsibility, that Station WHEC-TV 
has taken over full-time control of 
CHANNEL 10, Basic CBS in Rochester, 


N. Y., after an extremely pleasant share- 
time association with Station WVET-TV. 


We wish our former partner (now our 
respected competitor ) the very best of suc- 
cess in helping to provide for Rochester 
viewers the inestimable bounties of top- 
level Television. Whether as partners or 
competitors, this must be our joint aim. 


We at CHANNEL 10 (WHEC-TV) 
pledge to our ever-broadening audiences 
| and our ever-growing group of sponsors 
r that we will continue with renewed effort 
: to maintain our present top position in the 
f broad Rochester area that we serve. 


WHEC-TV 


FULL CHANNEL 










CBS 
ROCHESTER 
N.Y. 


LALO AMT AEE NC 






Represented by EVERETT McKINNEY, Inc. 


SAE ARR agen ares meme ame eace 
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Modern Inside—and Outside 

Although announcing that its new production center 
will be completed by January, 1964, at a cost of $14.5 
million, CBS hasn’t made a decision on what the exterior 
of the new facility will look like. “Basically,” said a 
spokesman at Charles Luckman Associates, “it’s a matter 
of redoing the interior of an existing building. What with 
things such as communications satellites changing broad- 
casting rapidly, we’ve been hard-pressed to keep up with 
basic space requirements for CBS.” Final plans are ex- 
pected to be ready this January. 


Media for Magazines? 

If efficiency means anything, watch for increased tele- 
vision activity next year out of Kiplinger Washington 
Editors, Inc., for its Changing Times monthly magazine. 
The “how-to-save-money” periodical has long employed 
radio and direct mail with excellent results, so far as 
obtaining new subscribers goes, but just a year ago 
added spot tv to its media list. While an agency spokes- 
man at Albert Frank-Guenther, Law, Inc., declined to 
credit tv exclusively, he did note that subscriptions had 
jumped more noticeably during the period of the video 
campaign than in any previous efforts. Weekly quarter- 
hour “program” commercials are used in major markets. 


Live Resurgence 

A trend back to a higher percentage of live show pro- 
duction may be in the making. Videotape Productions 
of New York, Inc. anticipates 30 per cent of its business 
will come from programs next year, as compared to 12 
per cent this year. MGM-Telestudios figures show pro- 
duction will amount to at least 25 per cent of its business 
next year. CBS is sinking $16 to $17 million in live tape 
facilities on 57th street. Videotape is currently produc- 
ing 13 half-hours of a new Time-Life entertainment proj- 
ect, and has also started shooting on 13 half-hours of a 
musical variety program titled The Jimmy Shearer Show. 


Wine Finds a Winner 

The fact that it became involved in a mild debate over 
whether or not the Schenley label should appear on tele- 
vision hasn’t dissuaded the company from expanding its 
Dubonnet wine schedules into Philadelphia, Washington 
and Los Angeles. With New York continuing schedules 
on two channels, the fall-winter budget is placed at 
$600,000—and tv spot is getting most of the money. 
Frequencies average about 10 filmed minutes per week 
in the three first-mentioned markets, plus 41 spots and 
two half-hours weekly in New York. Pat George is the 
timebuyer at Norman, Craig & Kummel, Inc., New 
York. 


‘Perspective’ Takes Off 
Perspective on Greatness, the series of hour-long docu- 


wirs moreno Tele-scope 






mentaries dealing with history-makers (See TELEVISION 
AGE, Aug. 7), has been sold in over 30 markets, though 
officially not for sale until mid-month, adding to the 
factual trend. Nat Gassman, president of BCG Films and 
creator of the series, reportedly has another project 
afoot using more of the Hearst Metrotone News Library. 


NAB Will Squelch Whiskey 

The National Association of Broadcasters code office is 
expected to squelch any ideas that liquor advertising on 
television is sure to come and therefore should be allowed. 
Recently, Earl H. Tiffany, vice president of Ellington and 
Co. who handle such accounts as Embassy Club and 
Kinsey whiskeys and Old Hickory bourbon, told a group 
of Esquire salesmen in New York that liquor advertising 
on television was “inevitable.” Reached last week for 
comment, Stockton Helffrich, director of the NAB code 
office, said that no change in thinking is being consid- 
ered. A spokesman for his office said that he was unaware 
of Mr. Tiffany’s inevitability claim. 


Here Come the Game Shows 

Two games both day and night: The Price is Right 
and Password. Ten games in daytime only: Camouflauge, 
Concentration, Jan Murray Show, Number Please, Make 
a Face, Say When, Play Your Hunch, Surprise Package, 
Seven Keys, Video Village. One game in nighttime only: 
Yours for a Song. And more in the wings. Though stakes 
are being kept low, watch for steep raise in game shows 
early in °62. (First Impression airs Jan. 2, NBC.) 


You Can’t Please All the People 

While bending over backwards in most instances to 
avoid partisan reporting, television was scored last week 
by Rabbi Elmer Berger of the American Council for 
Judaism, who told a University of Washington sociology 
class that the “networks” would not permit an ACJ 
spokesman to appear on such programs as Open End, 
Today, Between the Lines, Youth Wants To Know and 
others. Producers of several of the shows contacted by 
TELEVISION AGE scoffed at the idea of “sponsor or Zionist 
pressure” on their choice of guests, with most rattling 
off names of numerous members of all faiths and creeds 
who have been on the air. “If an idea is good, we'll use 
it,” said Craig Fisher of Today. 


New Tie-In Campaign 

A three-way tie-in between Van Camp Sea Food Co., 
the Olive Advisory Board, and the National Macaroni 
Institute promoting “Tuna Buffet Casserole” is slated for 
January and February on tv and in magazines. Tv spots 
will be utilized on a national basis principally on CBS- 
TV’s House Party. Agencies are Erwin Wasey, Ruthrauff 
& Ryan (L.A.), J. W. Thompson (S.F.), and Theodore 
R. Sills & Co. 
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WHO 
ANSWERS 


FOR 
DETROIT? 


It’s only natural that WX YZ-TV should speak for Detroit. Since the very beginning of Detroit television 
WXYZ-TV has been the big public service voice in The Motor City. Locally written and produced 
shows like “The Exciting Years”, “Expedition Detroit”, and the WXYZ-TV produced documentary 





on the Congo Crisis, have received kudos seldom extended to a local Station. Below you see 


some publicity on the most recent example of the power of WXYZ-TV’s public service voice! 
Seeiey, November 9, 1961—THE DETROIT NEws— 
| —__ ree ROrr 
Downgrading of Detroit av 
Answered jn TV Special 
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WXAYZ-TV DETROIT 


The Station that devotes more time to news than any other in the Detroit area. 
Owned and operated by American Broadcasting-Paramount Theatres, Inc. 
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Business barometer 





Having begun to level out in August after the usual expected decline through June 
and July, local television billings climbed strongly in September to mark a 
gain of 11.2 per cent over the previous month. 

The rise, as shown in the exclusive TELEVISION AGE Business Barometer survey, was 
not quite as high as the 13.7-per-cent increase registered in 1960, September 
over August, but is more meaningful in dollar volume simply because this 
year's upturn started 
from a higher base. , 

In eight years of reports, LOCAL BUSINESS 














incidentally, the great- 1 mont! nonth and year-to-ye 
est September-August in- Oct. N Dec. Jan. Feb. Mar. Apr. May June J ‘ 


crease was 14.4 per cent ' ! ; ' — 
in 1959. Including this 
year's figure, the aver- 
age percentage increase 
for the month works out 
to 9.5. For the last 
four years, however, the 
average September-over- 
August boost is 12.5 

per cent. 

For its rate of climb, local 
business did not match 
the 23.5-per-cent in- 
crease of national spot, 
as indicated here last 
issue. Through the 
years, though, local has 
trailed spot by consid- 
erable percentage mar- 
gins during the August 
upturn. As will be seen 
in Business Barometer 
Dec. 11, when a report 
on network business appears, local billings held the traditional middle ground 
—surpassing network's percentage increase—for the period. 

On a year-to-year basis, the cross-section of stations in all revenue classifica- 
tions and areas of the country reporting indicated an increase of 1.1 per cent 
in local billings, September 1961 over September 1960. 

This increase was an improvement over that of 0.1 per cent for a year earlier ('60 
over '59), but was far below the 18.7-per-cent juump for September '59 over 
September '58, in the first year for which annual-increase figures were com- 
piled. 

If a reason for only a slight improvement in local business is sought, the 4.5-per- 
cent lift reported here Nov. 13 for national spot might be considered (along 
with a network gain that will be noted next issue). Greater interest of 
national advertisers in the medium could result in fewer quality availabili- 
ties for local advertisers. 

The average percentage increase for local billings for each of the first nine months 
of 1961 over 1960 is 2.1 per cent. During the January-September period, three 
months showed declines from their counterparts of the preceding year, while 
six registered increases ranging from 1.0 in January to 9.1 in April. 


























(A copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and geographical categories. Informa- 
tion is tabulated by Dun & Bradstreet.) 
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As the new owner of WROC, Veterans Broadcasting 
Company, Inc., is proud to bring you the Rochester 
area’s ONLY complete broadcasting service... 
WROC-TV, WROC Radio and WROC-FM. 





You will find the best of news, 
drama, education, suspense and 
entertainment on WROC-TV, 
basic NBC and ABC Affiliate. You 
will see your favorite programs 
every day over Channel 5 from 
the early morning TODAY Show 
through the popular Jack Paar 
Late Show. You will enjoy the 
top spectaculars. And ONLY on 
WROC-TY in Rochester can you 
thrill to the world of wonderful, 
living color. 











In the months ahead WROC 
will introduce a new concept in 
radio broadcasting. You will dis- 
cover excitement, fun, entertain- 


ment you've never had before... 
just by dialing 1280. 

In FM—WROC will bring you 
finer programming and music 
for your listening pleasure as a 
member of QXR network of fine 
music stations. 

This is what's ahead. We at 
WROC, the officers, directors and 
staff, are aware of our responsi- 
bility to the vast viewing and 
listening audience in our area. 
We pledge to bring you television 
programs you will view with 
pleasure...radio you'll enjoy... 
entertainment for the entire 
family in all broadcast media. 





Mvtn 


OFFICERS 
ERVIN F. LYKE, President, Treasurer and Director 
GRANTIER NEVILLE, Secretary and Director 
PAUL C. LOUTHER, Vice President 
F. CHASE TAYLOR, Vice President 
GEORGE M. CLAFFEY, Vice President 


Complel? 


WROC TV CHANNEL 9 


Formerly WVET- R ADIO 


Rochester, N. Y. F M 





NATIONAL TELEVISION REPRESENTATIVE—EDWARD PETRY & COMPANY 
-NATIONAL RADIO REPRESENTATIVE—ROBERT E. EASTMAN 
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ABC reduces the tempo of tape ................-------- page 19 
Don’t mix up viewers, AAAA told ...................- page 21 
Networks clash on two-plus-two .-...................-- page 85 


Slow Count 

The bell rang. The two fighters 
touched gloves and began trading 
blows under the glaring Klieg lights. 
It might have been a prize fight any- 
where. But it wasn’t. 


The fighters, welterweights Emile 
Griffith and Gaspar Ortega, were 
fighting in ABC’s New York studio 
TV-2 and instead of fighting for a 
purse, they were performing for the 
press in a demonstration of ABC’s 
new Videotape Expander, called 
“VTX” by its creators. 

VTX is an. all-electronic process 
developed in the last six months by 
ABC engineers which permits the al- 
most instantaneous playback of live 
action in slow motion on videotape. 
It’s an industry “first” and promises 
to “add a completely new dimension” 


to tv sportscasting. 

Viewers saw that “new dimension” 
Thanksgiving Day when ABC pre- 
sented playbacks of the NCAA foot- 






 =©ABC-TV’s new VTX dee duis on two fast welterweights 


ball game between Texas and Texas 
A & M. 

As Thomas W. Moore, vice presi- 
dent in charge of tv programming, 
promised when VTX was first demon- 
strated Nov. 14: 


“We can show our viewers a 
touchdown run or other thrilling play 
immediately after it occurs. During 
the halftime intermission, ABC will 
put on the millions of tv screens tuned 
to the NCAA game, highlight plays 
of the first half in slow motion. At 
the conclusion of the game we will 
recap the contest with slow motion of 
key plays.” 

Mr. Moore also promised then that 
ABC would use its new electronic de- 
velopment for the Saturday night 
Fight of the Week. 

VTX promises to have other appli- 
cations as well. Frank Marx, ABC- 
TV’s vice president in charge of en- 
gineering, pointed out its potential 
for industry and medicine. 


# 


THE WAY IT HAPPENED Ne WS front 






“Imagine using it to playback an 
intricate operation,” he said, “or to 
review in slow motion the deliberate 
accidents planned by automobile 
manufacturers to test the durability 
of their cars.” 

Here’s how VTX works, according 
to Mr. Marx. 

Live action is videotaped accord- 
ing to American standards of 525 
lines at 60 images per second. (At 
this point it cannot be used with 
other standards such as the European 
625 lines at 50 cycles, the British 
405 lines at 50 cycles or the French 
819 lines at 50 cycles.) 


The tape is fed through network 
master control where the Videotape 
Expander slows action to one-half 
speed or multiples of one-half, such 
as one-quarter, one-eighth, etc. Thus 
the elapsed time of action is doubled, 
quadrupled or what have you. In 
the case of the fighters, the normal 
three minute round was rebroadcast 
for six minutes. It could have been 
made to run for 12 minutes, Mr. 
Marx said. 

However, as the action is slowed, 
the eye receives fewer images per 
second and, like the old Nickelodeon, 
flickering occurs and a_ certain 
amount of definition is lost. These 
problems are under study and will be 
corrected soon, says ABC’s top en- 
gineer. 

One other drawback is that VTX 
cannot reverse action in slow motion 
on videotape, although ABC is work- 
ing on that, too. 

Because there is, for the present, 
only one unit in operation, ABC 
plans to use it sparingly. It would 
not be used, for 
film is more efficient or more eco- 


instance, where 
nomical and it would not be used 
for live entertainment shows, Mr. 
Moore said. 

“A producer will have access to 
the equipment,” he said, “but he 
will not use it indiscriminately.” 
When it is used, there will be no 
extra charge to the sponsor, he 

(Continued on page 21) 
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BRINGING THE MOON INTO FOCUS 


How far is it to the moon: 
in miles? 
in years of work? 
in dollars spent? 
in people employed? 
in acres of new industry 
and homes? 


The answer to the first question is simple —238,857 miles. 
The answers to the others aren’t quite that easy or exact. 


Last August, The White House announced Cape Canav- 
eral would serve as the launching site for Project Nova 
...the space program that plans to put an American 
on the moon before the dawn of a new decade. 


Thursday, November 9, WCKT presented ‘‘The Lunar 
Boom’’, 8:30 - 9:30 in the evening. WCKT News Teams 
had toured the state with cameras and news gathering 
facilities — brought back the pictures and statements 
that tell the story of promise and expectation, reality 
and speculation. WCKT News brought Florida’s moon 
boom into focus... Another WCKT Documentary serv- 
ing community needs through ‘‘New Force”’ journalism 
—citizenship and showmanship. 


BISCAYNE TELEVISION gerbes 


& WCKT- Channel 7 « Miami « WCKR - Radio 610 
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Newsfront 


added. 

VTX is the brainchild of a six-man 
engineering team headed by Al Ma- 
lang, chief video facilities engineer 
at ABC. It brings what one enthusi- 
astic executive of that firm called 
“a revolutionary” approach to the 
entire field of tv broadcasting, par- 
ticularly in the arena of sports. 


(Continued from 19) 


Media Mixes 
Media ambiance—the surround- 
ings in which a commercial or an 
advertisement appears—has become 
a more important consideration in 
media selection than ever before, 
Sam B. Vitt, vice president and 
media director of Doherty, Clifford, 
Steers and Shenfield, Inc., told a 
meeting of the AAAA eastern con- 
ference at the Biltmore recently. 
The ever-increasing competition 
for a consumer’s share of mind and 
the ever-enlarging role given the 
media purchaser make it so, he said. 
The greatest potential for media am- 
biance exists in the broadcast area, 
he added. 
Defining 
Vitt said: 
“By taking the term ‘editorial en- 


media ambiance, Mr. 


vironment’, rolling it up and reshap- 
ing it into ‘media atmosphere’, then 
trimming it slightly, we find that 
what we are really talking about is 
‘media ambiance’.” 

Media ambiance, said Mr. Vitt, 
may be divided into two parts: in- 
fluence from the medium itself and 
influence from the medium’s content. 
Skillfully used in conjunction with 
an advertising message, they may 
produce an overall advertising effec- 
tiveness greater than the sum of the 
parts. 

Mr. Vitt cited the cases of a lead- 
ing mouthwash advertiser using a 
Friday night network tv program 
and an analgesic advertiser who de- 
cided to place a considerable por- 
tion of his budget in magazines. 

The mouthwash advertiser ran his 
message in conjunction with a de- 
tective program which employed a 


suspense technique of frequently re- 
opening on a firing gun held in an 
unidentified hand. Capitalizing on 





the technique, the advertiser also 
opened close on the barrel of a rifle 
firing shots in rapid succession. 

The scene then transitions into. a 
rifle-range at a fairground where a 
young couple are enjoying target 
practice. “The message, of course, is 
that if they are going to be that close, 
they should play safe and use the 
advertiser's mouthwash,” Mr. Vitt 
noted. 

“The analgesic advertiser had de- 
cided that, although his product. has 
great usage among both men and 
women, he would concentrate his ad- 
vertising emphasis against women. 

“In his copy he began to stress a 
tension, anxiety problem as one his 
product would quickly cure. 

“But, being particularly conscious 
of media ambiance, he took special 
pains to have his magazine adver- 
tisement positioned next to medical 
and health editorial material.” 

Both his sales and his Starch rat- 
ing went up, Mr. Vitt said. 

As an example of the failure to 
utilize the value of media ambiance, 
Mr. Vitt cited the anti-freeze ad- 
vertiser who placed a light, humor- 
ous commercial in which a whistle 
is blown in context with a finely- 
wrought, emotionally involving pro- 
gram. 

“At the point where the viewer's 
sensitivities and empathy for the 
plight of the characters had been 
developed to a peak, the commercial 
cut in with a humorous man and 
The adverse 
audience reaction was both real and 


his blowing whistle.” 


unfortunate. 

The advertiser who ran a hand- 
lotion ad in a variety of media in an 
effort to attract the Negro market 
was just as guilty of failing to realize 
media content ambiance when he ran 
which something _ like 
*.. . keep your hands whiter than 
ever before.” 


copy read 


6 


The list of successful and unsuc- 
cessful uses of media ambiance is 
endless. 

Basically, however, the theory of 
media ambiance is this: 

“If media usage contributes to the 
supporting motives surrounding the 
central subject, then the resulting 


media ambiance must increase effec- 
tiveness of the commercial message 
in direct relation to the skill with 
which the media is purchased or 
used.” 


Perhaps the most impressive story 
of the successful use of media am- 
biance, Mr. Vitt said, concerns Buf- 
ferin. 

In the 1950’s Bufferin sales were 
moving at an even, not too exciting 
pace. 

It was felt that a well-known per- 
sonality with an early morning tele- 
vision program—in this case Arthur 
Godfrey—might be useful in boost- 
ing sales. 

During the course of the year, 
Godfrey was stricken with a painful 
ailment. But, it was learned that he 
found some relief using the adver- 
tiser’s product. It was too good an 
opportunity to miss. 

Bufferin obtained the release of 
one of Godfrey’s sponsors and their 
sales chart, which had been progress- 
ing at a relatively slow rate, now 
climbed at a 60-degree angle. 

Such rapid rises are unusual, of 
course, but it does point out the 
dramatic results possible from a 
proper use and awareness of media 
ambiance. 

Two other speakers who spoke on 
the first day of the two-and-a-half-day 
conference were Howard G. Sawyer, 
vice president of Marsteller, Inc., 
who discussed The Meanings of 
Numbers and Robert Liddel of 
Compton Advertising, Inc. who noted 
that Advertising Doesn't Work Over- 
night. 

Numbers, said Mr. Sawyer, can be 
both confusing and misleading. The 
reason for this is that “the more 
numbers, the more meanings of num- 
bers.” 

To be really effective, numerical 
research must begin with an accurate 
set of figures and take into account 
as many timely factors as possible. 

To help eliminate the current con- 
fusion surrounding media research, 
Associated Business Publications 
have issued what they call a Full 
Disclosure Form for Publication Re- 
search. “This is a standard form 
which will help publishers gain 

(Continued on page 85) 
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The money in public service 


In just the third quarter of this year, 


stations contributed $82 million to community causes 


he average television station is currently de- 

voting 43 per cent more dollars (in terms of 
value of free time) to public service causes than 
it did in 1956. 

In fact, if public service contributions by sta- 
tions throughout the year equal the pace of this 
past third quarter, 1961] will go down as another 
record year for television: the year’s total should 
reach over $320 miliion, an increase of 21 per 
cent over the $256 million estimated by this 
magazine to have been donated in 1960. 

These facts emerge from a TELEVISION AGE 
survey of station public service activities in July, 
August and September of this year. 


Some more facts: public service contributions 
by stations in this period reached $81 million. 

The mythological average station—that sum 
total of all that is mediocre as well as magnificent 
in television—contributed $153,249 worth of 
time and effort to public service causes in the 
third quarter of 1961. (That same station con- 
tributed $106,713 in the comparable period in 
1956.) 

The average station is contributing fewer pro- 
grams than it did in 1956, but the number of an- 
nouncements and ID’s has climbed considerably. 

The above data are based on a better than 25- 
per-cent sample of all commercial television 
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Public Service Record 

of Average Tv Stations 

by Classification: 

Third Quarters: 1956, 1961 


stations in the country—outlets of all 
sizes in all types of markets and from 
all geographical sections. 

As the chart on these pages indi- 
cates, expenditures were measured by 
size of station. The number of pro- 
grams and announcements, as well as 
the dollar value of those contribu- 
tions and the value of personnel, are 
estimated. They are broken down by 
rate classification (the figures being 
an average of stations reporting in 
each group). The average station fig- 
ure is an amalgam based on all classi- 
fications. 

In terms of totals donated, every 
classification but the largest was up 
over the comparable period in 1956. 
In the lowest station category (under 
$250 class AA hourly rate) the aver- 
age was $50,852, a 30-per-cent climb 
over the $38,915 estimated by this 
magazine in 1956. 

The average station contribution in 
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Station Class AA Third Announcements 
hourly rate quarter and [D's 
1956 826 
UNDER $250 1961 1,579 
1956 1,117 
$251-$500 1961 1,860 
1956 929 
Sane -g80 1961 1,404. 
1956 1,575 
$901-$1,500 1961 2,252 
1956 1,998 
$1,501 UP 1961 2,333 
AVERAGE 1956 1,068 
STATION 1961 1,867 








the next highest category ($251- 
$500) rose a whopping 106 per cent 
—from $52,374 to $107,793. In the 
medium bracket ($501-$900) the 
total donated climbed from $105,247 
to $121,083—a 15-per-cent rise: 

A similar percentage climb was re- 
corded for stations in the $901-$1,500 
rate classification where donations 
rose from $188,282 to $218,992—a 
16-per-cent rise. But in the highest 
group ($1,501 and up), average sta- 
tion total donations fell 37 per cent 
—from $686,085 to $433,844. 


Variations Noted 


The average American television 
station thus was found to be con- 
tributing 43 per cent more in the 
third quarter of 1961 than it did in 
the comparable period in 1956. The 
actual total ($106,713 in the third 
quarter of 1956 as compared to $153,- 
249 in the same period this year) 






cloaks some interesting variations in 
expenditures. 

For example, the average station 
throughout the country donated al- 
most 800 more announcements and 
ID’s in this quarter than it once did. 
But it contributed 17 fewer public 
service programs and, at the same 
time, actually donated one more hour 
of time to programs than it did in the 
third quarter of 1956. In other words, 
the number of programs has fallen, 
but the amount of program time has 
increased slightly (on the average) — 
a fact which seems to indicate that 
public service programs today are 
longer and perhaps more ambitious. 

Another interesting statistic: the 
value of station personnel has just 
about doubled in that same time span. 

A breakdown of public service ac- 
tivity by rate classification in the 
third quarter of 1961 shows the fol- 


lowing: 





















































Value of 
announcements Hours Value of Value of time Total 
and ID's Programs donated programs of personnel donated 
$22,216 175 69 $14,848 $1,851 $38,915 
34,214 125 71 13,239 3,399 50,852 
37,205 120 46 12,144 3,025 52,374 
88,674 166 48 16,992 2,127 107,793 
62,556 231 34,894 7,797 105,247 
77,658 158 61 26,907 16,518 121,083 
128,652 249 103 51,741 7,889 188,282 
173,692 198 78 41,469 3,831 218,992 
523,624 202 60 156,481 5,980 686,085 
353,427 118 60 69,638 10,779 433,844 
73,568 176 61 29,769 3,376 106,713 
119,709 159 62 27,021 6,519 153,249 
ae SEE 








The average station in the class AA 
hourly rate of under $250 almost 
doubled the number of announce- 
ments and ID’s over the five-year 
span, going from 826 to 1,579. The 
value of these announcements climbed 
from $22,216 to $34,214. But the 
number of programs presented by the 
average station in this rate classifica- 
tion fell from 175 to 125. The hours 
of programming donated to public 
service, however, climbed from 69 to 
71. And the value of the programs 
fell from $14,848 to $13,239. The 
value of time spent by station person- 
nel in this rate category almost 
doubled—from $1,851 to $3,399. 

Perhaps the most unusual aspect of 
the average station in the $250-$500 
group is that it actually increased the 
number of public service programs 
in this past quarter—more or less 
defying a trend. The number of shows 
presented by the average station in 








this category amounted to 166, which 
compares to 120 presented in the 
comparable period in 1956. At the 
same time, the average station in this 
category increased by two the number 
of hours donated to the public service 
programs—from 46 to 48. It follows 
then that the actual dollar value of 
public service programs in this cate- 
gory would also increase—in this 
case, from $12,144 five years ago to 
$16,992 in this past quarter. Again, 
this is the only instance of increased 
program contributions from stations. 


Doubled Value 


At the same time, the average sta- 
tion in the $250-$500 rate classifica- 
tion also increased the number of 
public service announcements and 
ID’s—from 1,117 in the third quarter 
of.1956 to 1,860 in the past quarter. 
The dollar value of these announce- 
ments better than doubled over the 


five-year span, going from $37,205 
to $88,674. 

In the next highest category 
($501-$900), the average station in- 
creased public service announcements 
and ID’s considerably, but reduced 
the number of programs as well as the 
amount of time devoted to them. 
Thus, over the five years, announce- 
ments and ID’s climbed from 929 to 
1,404 and their dollar value increased 
from $62,556 to $77,658. The average 
station in this group reduced the 
number of programs it was presenting 
from 231 to 158. The hours donated 
also fell—from 68 in the third quarter 
of 1956 to 61 in the same period this 
year. The value of the programs fell 
from $34,894 to $26,907. The value 
of the time spent by personnel on pub- 
lic service causes better than doubled 
in this rate category—from $7,797 to 


$16,518. 


(Continued on page 50) 
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I the third quarter of 1961—an 
off-election year and a period gen- 
erally less news-packed across the na- 
tion than other quarters—the average 
local station spent approximately four 
hours and 12 minutes a week on regu- 
larly scheduled local newscasts. 

The average affiliated station de- 
voted three hours and 10 minutes a 
week to network news. 

The average locally originated 
newscast was just a hair over 10 min- 
utes long, and the total subject mat- 
ter covered just about everything that 
concerned America during the three 
months. 

Hurricanes and elections, murder 
trials and budget quarrels, municipal 
scandals and blue laws, police bur- 
glary and and police brutality, rain- 
making and atomic reactors, conser- 
vation and integration, manhunts and 
sky-hijacking, fires and flash floods, 
Army maneuvers and scientific con- 
ferences—news made news at tele- 
vision stations throughout the quar- 
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An increasing number 
of stations 

are finding news 

not only fun, 

but rewarding in 


many tangible ways 


The 1000-pound pencil 


ter, according to returns received 
from a special TELEVISION AGE ques- 
tionnaire to stations. 

“We are reporters who carry a one- 
thousand-pound pencil in the form of 
a camera.” So Fred W. Friendly, ex- 
ecutive producer of CBS Reports de- 
scribed the television newsman’s chal- 
lenge in a changing world. 


Acclaim For News 


During the past year, dating almost 
from this magazine’s two-part analysis 
of network news and informational 
programming last March and April, 
the networks have won increasing ac- 
claim for their news and informa- 
tional programming. At the same 
there has been a marked increase in 
viewer appreciation of public-affairs 
programs (see TELEVISION AGE, March 
20 and April 3) and a pick-up in 
sponsor interest. 

Now local programming efforts 
along the lines of reality are also be- 
ginning to boom, inspired in part by 


network productions, in part by en- 
couragement from the FCC, but prin- 
cipally a natural outshoot of a more 
mature relationship of the tv stations 
to the communities they serve. 

A profile of tv news and public- 
affairs programming across the na- 
tion during the third quarter presents 
a vivid record of contemporary his- 
tory in the making. The question- 
naires were characterized by a variety 
of answers and a common enthusiasm 
for news. 

Hurricane Carla was the biggest 
monopolizer of station news during 
the quarter. Of the over 150 stations 
replying to the TELEVISION AGE ques- 
tionnaire, nearly 10 per cent listed 
Carla as the most outstanding news 
event covered. Among the largest sta- 
tions and those most immediately in 
the path of the hurricane and its tag- 
along tornadoes, competition in cov- 
erage was particularly high. 

KHOU-TV Houston, and KPRC-TV 
Houston battled for honors in cover- 


Tv (see robot camera foreground) is U. S. eye on world 27 





ing Carla right up to the last gust, 
with reporters distinguishing them- 
selves in many ways. Both stations 
scored highly with weather radar, 
which tracked the storm as it hit the 
coast. 

The greatest contribution of tele- 
vision during the catastrophe, accord- 
ing to KHOU-TV’s manager, James C. 
Richdale, was as a deterrent to panic. 
“By informing people of the nature 
of the storm, and assuring them of 
accurate, immediate and authorita- 
tive information at all times, one of 
the greatest evacuations in modern 
times was carried out smoothly and 
without panic.” 

wosu-Tv New Orleans also had ex- 
tensive coverage of the season’s worst 
storm. Preliminary coverage on Sept. 
8 and 9 included special reports from 
the station’s meteorologist, Nash Rob- 
erts, and film coverage of the coastal 
area. On the 9th, the station fed NBC 
TV’s 11th Hour News. (Network feeds 
from local stations were very much 
the rule during the quarter.) 

On Sept. 10 wpsu-Tv scattered re- 
porters down through the state, and 
added a Gulf special 10 minutes long, 
on top of other newscasts. On the 


11th, the station fed NBC-TV’s Today 
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Rapid, vivid hurricane reports saved lives and property 


show six times. “Our cameraman 
drove all night in squally weather for 
the story and risked danger as he 
walked through broken but live power 
lines in Kaplan, Louisiana,” writes 
John Corporon, news director. “On 
the 12th we did a special hour show 
on the hurricane, tracking the storm 
from beginning to end and showing 
film on the story from New Orleans 
to Galveston. 

“Highlight of the show was a film 
shot that day in Cameron by our re- 
porter-cameraman team showing men, 
women and children going into their 
mud-filled homes and capturing their 
comments on sound film.” 


Carla’s Wake 


Among the many other stations re- 
porting on the storm with great ef- 
fectiveness were KTRK-TV Houston 
(which ran on emergency power) ; 
KTRE Lufkin, Texas (which set itself 
up as a clearing house for resettling 
evacuees); KGBTTV and WFAA-TV 
Dallas; KDUB-Tv Lubbock (awarded 
a special citation by the Red Cross 
for its efforts) ; KEDY-TV, which cov- 
ered in conjunction with KDUB-Tv; 
KDFA-TV Amarillo, on the air all night 
two nights; KRGA-TV Weslaco, whose 


“Wrath of Carla” wrap-up show will 
wttc, Washington, 
D. C.; KONO-TV San Antonio, whose 
cameramen flew into the teeth of 85 


be shown on 


mph winds to film the churning 
waters as they moved inland; KNOE- 
TV Monroe, La., which covered the 
tornado that struck Hodge, La., in the 
wake of Carla; wvuE-Tv New Orleans, 
which alerted the area to the approach 
of Carla; KTvE El Dorado, Ark.., 
whose reporter, John Turner, made 
the 160-mile round-trip to Hodge, 
La., to cover the tornado damage and 
went on the air three minutes after 
returning, ad libbing from notes made 
on the dashboard on the way to the 
station. 

Further east, along the Atlantic sea- 
board, Hurricane Esther bid for a 
while to compete with Carla in the 
amount of broadcast time sucked into 
its vortex. Areas out of the path of 
the storm were also affected. For ex- 
ample, WDBJ-TV Roanoke sent a news- 
man and photographer to the Norfolk- 
Portsmouth area. They spent 24 hours 
without sleep and, according to Don- 
ald F. Murray, news director, “shot 
about 800 feet of film—both sound 


and silent—to show Tidewater Vir- 


(Continued on page 69) 





Reporter valor in teeth of storm stunned viewers 


Carla’s “eye” on tv 


From rooting the home-team to rooting out civic scandals, tv led U. S. communities 
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hat with the many pressures 

brought to bear upon the three 
television networks to “get out of the 
spot business,” “improve children’s 
programming,” “discontinue option 
time,” “stay out of the rep business,” 
“improve public-service program- 
ming,” “give the syndicators a 
chance,” “improve all programming,” 
“control the shows you put on the 
air,” “let the advertising agencies 
play a part in controlling programs,” 
“lower time and talent costs” and on 
and on, a disinterested onlooker 
might arrive at one of two conclu- 
sions: either the networks are in such 
a weak position that they are fair 
game for any and all parties con- 
cerned with demonstrating their own 
power, or the networks are behemoths 
of such blind and _ unreasoning 
strength they cannot exist without 
continually treading on someone’s 
toes. 

Neither judgment is correct. Huge 
as the networks are, powerful as they 
may seem, their very existence rests 
upen an ever-threatening, slender base 
of low profits and high risks. Con- 
versely, tenuous as any one network’s 
position might be at any one mo- 
ment, the triumvirate is a dominant 
force in the nation’s economy, creat- 
ing employment for tens of thousands 
of persons and affecting the lives of 
tens of millions. Aware of their re- 
sponsibilities to the industry and the 
country as a whole, the networks— 
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Networks’ unhappy numbers 


involved 24 hours a day with the 
matter of communication—currently 
face a communications problem not 
only with their multitudes of stock- 
holders, but with much of the broad- 
casting-advertising industry itself. 


Profit Decline 


It is all too simple to glance at the 
Federal Communications Commission 
annual television financial report for 
1960 and see that records were set 
last year for industry revenues, ex- 
penses and profits. Beyond the fig- 
ures, however, is the fact that net- 
works’ profit ratio (broadcast income 
expressed as a percentage of broad- 
cast revenues) declined to 6.8 per 
cent—a new low since the 1952 lift- 
ing of the “freeze,” before which net- 
working was a red-ink operation. 

It has been pointed out elsewhere 
that the networks, owning three per 
cent of the country’s television sta- 
tions, acquired one-fourth of the 
profits accrued by all stations. Some 
15 owned outlets out of 530 stations 
in 1960 accounted for 18 per cent of 
all U. S. stations’ total volume and 
25 per cent of their total profits. 

Do these facts offer evidence of the 
network’s “financial power?” Is the 
networks’ “dominance in the field” 
illustrated by the statement that reve- 
nue from the sale of talent and pro- 
grams ($258,300,000) last year was 
greater than that from the sale of 
time ($236,500,000) ? 


The answer must be a qualified no. 
If the FCC data is carefully analyzed, 
it can be argued that the cost of net- 
working has reached a point where 
it is almost only the continued sta- 
bility of the owned stations which 
makes it possible to develop, main- 
tain and expand the country’s nation- 
al tv services. 

It is no secret that two of the three 
networks, in particular, have been 
faced over the past half-dozen years 
with a declining profit picture. While 
total network revenues have climbed 
during that period, have they climbed 
enough to provide for a three-way 
split in which three participants can 
come out as well off as two were at 
the start of the period? For example, 
in 1956 the networks’ revenues from 
the sale of time and programs came 
to $442.3 million—and the total was 
largely divided two ways. In 1960 
revenues had risen to $640.7 million, 
but ABC-TV had battled its way into 


contention as a full-share partner. 
Added Expenses 


The second major factor contrib- 
uting to networking’s financial difh- 
culties is that of heightened program- 
ming expense. In 1956 the three serv- 
ices invested $241.4 million in pro- 
gram costs. Five years later, as the 


networks took on more control of 
their schedules, the investment had 
risen to $419.1 million, an increase 
oi better than 70 per cent. Program 
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Better profit ratio 


in operating a station 
than in networking, 


FCC figures indicate 


revenues, however, increased rough- 
ly 60 per cent—from $165.5 million 
in 1956 to $267.8 million in 1960. 

Obviously the only pattern that 
could result from such figures is the 
aforementioned “squeeze” on the 
networks’ profit ratio. The ratio, in 
1956 at 12.5 per cent, dropped to 7.3 
per cent in 1959, before hitting that 
6.8-per-cent low last year. 

Particularly irksome to the net- 
works, it would appear, is an under- 
emphasis on the profit pattern of the 
non-network-owned stations. While in- 
dividual outlets here and there may 
have their difficulties, the profit ratio 
of the group as a whole has never 
been higher since the freeze was 
lifted. The 1959 record level of 22.9 
per cent increased to 23.7 per cent 
in 1960. A comparison of the net- 
works’ and stations’ profit ratios ap- 
pears on page 79. 

Certainly the profit-making capa- 
bilities of the network-owned stations 
buttress the networking operation im- 
measurably, but—while the owned- 
stations’ 1960 profit ratio was up over 
1959’s (42.2 per cent vs. 40.6 per 
cent)—the ratio last year was still 
below that of 1956, 42.2 per cent vs. 
43.5 per cent. Being owned by a net- 
work, it would seem, isn’t a pre-requi- 
site of a high profit-ratio. The profit- 
ability of stations in several markets 
where there are no network-owned 
stations, is substantially greater than 
that of the networks only and greater 
in some instances than for the owned 
stations: 


(Continued on page 78) 
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l was a 


diary keeper 
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(The author of the following must, 
for obvious reasons, remain anony- 
mous. He is with a New York adver- 
tising agency, and was recently called 
upon, presumably with no malice in- 
tended, to be on the other side of the 
fence. It is with high hopes of con- 
tributing to better television that he 
here records his experiences.) 


t all started with a phone call. I 

had just settled down after dinner 
to my favorite television program . . . 

“This is Miss Smith .. .” (I know 
her name isn’t really Smith, but what- 
ever she said, it was unintelligible) 
“from the American Research Bu- 
reau.” 

“Well! That’s a relief,” I said, “I 
thought you might have been trying 
to sell me another subscription to 


32 November 27, 1961, Television Age 


AT 


NWA 
\ 


AAA 4 —S a 
UW WOON QD RSs. 
NN iP €&> \] 
——< — 


for the ARB 


Life.” 

Miss Smith was momentarily 
thrown off the track. “Life?” 

“You know, the magazine, not real 
life.” I chuckled at my witticism 
while straining to hear what was hap- 
pening on the screen in the other 
room. 

Miss Smith gave signs of impend- 
ing despair, but with an effort she 
pulled herself together and said the 
Bureau was sampling my area and 
would I keep a diary of my television 
viewing for a week? I said I'd be 
delighted. 

“Actually, ’'m somewhat familiar 
with ARB because my work is con- 
nected with television,” I said mod- 
estly, hoping to cut off any long ex- 
planations. My work was only indi- 
rectly connected with television, and 
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my knowledge of how ARB worked 
even vaguer, but I was anxious to get 
back to my program. 

“Oh, that’s wonderful!” she ex- 
claimed cozily. “I just talked to some- 
one who was so disagreeable he 
wouldn’t even listen to me.” 

I could see I was hooked, so we 
chatted for a while about weren’t peo- 
ple unpleasant, especially to telephone 
solicitors until we both ran out of 
steam, and she said I’d be receiving 
a diary in the mail and she appreci- 
ated my cooperation. 

“Thank you and remember that 
you can help the cause of better tele- 
vision programming,” was her part- 
ing shot as she hung up. 

Responsibility settled on me with 
a thud, from which I have still not 
fully recovered. 


The inner workings 














»f television audience research, as told by one of its lucky respondents 


I went back to the television set, 
but after several minutes of watch- 
ing, an uneasy feeling came over me. 
Was this uplifting television? I looked 
at the screen critically. Were the gun- 
shots overly loud, that look of terror 
on the victim’s face a little exagger- 
ated? 

As long as I'd missed so much of 
the plot anyway, I got up and 
switched to another channel where 
four men were sitting around a table 
talking about “Where do we go from 
here in Laos?”—or possibly it was 
“What have we been doing in the 
south?” I never quite got it straight. 


A Friendly Greeting 


A week later the ARB diary ar- 
rived with accompanying letter which 
began “Dear Friend,” a greeting 
which put me immediately on the de- 
fensive. By that time I had worked 
myself into a lather over my responsi- 
bility to the American public. I knew 
my answers would be buried in the 
pile of statistics garnered from 6,000 
tv homes, but I couldn’t help having 
visions of Mr. Minow decorating me 
in front of thousands of cheering fans 
as the outstanding television viewer 
of the year. Also, I was already on 
edge about my taste in programs and 
was bothered by the sneaky feeling 
that I was no cultural leader—in fact, 
that I was not even sure what was 
currently au courant in the field of 
better programming. 

The letter was the neighborly type, 
and apparently designed to put me at 
my ease while at the same time subtly 
warning me to be accurate. “Your 
name was selected at random,” the 


letter read cheerfully, an assurance 
which had the opposite of the desired 
effect and made me feel hurt that | 
hadn’t been specially chosen. The next 
paragraph confused me. “As you 
know, your neighborhood is made up 
of selective viewing homes,” it began. 
Well, I didn’t know, and I wondered 
how they knew. By the time I came to 
the end of the letter (which once 
again thanked me profusely for my 
cooperation and reminded me that I 
was doing my part for better tele- 
vision), I was stricken with a feeling 
of obligation to the American Re- 
search Bureau and determined to con- 
firm its faith in me. 

The week that I was to record my 
television viewing was still two days 
away. I had enough time to examine 
the instructions, which at first glance 
seemed to be written for precocious 
third-graders. 


M For Male 
Under a list headed “Points to Re- 


member” the first item was simplicity 
itself: “Fill in the members of your 
family in these columns. Use M for 
male, F for female and put the exact 
age of each person underneath the 
code letter for male and female. (Ex- 
ample: A man aged 30 would be 
listed M 30). Perfectly clear. 

I was also pleased to note item 
seven in the “Points,” which said: 
“If the set was on but no one was 
paying attention, write in the time 
and station and ‘O’ under all col- 
umns.” On the line above, however, 
I had been reminded to “Count those 
who were either watching or listen- 
ing.” This became somewhat difficult, 


especially for my wife, who was apt 
to be in another room while the set 
was on. She could hear the program, 
but was she listening? It was an in- 
teresting point and one which I’m 
afraid we never cleared up. 

Besides just the spaces for tele- 
vision programs and statistical infor- 
mation, the diary included a few 
queries that sounded as if the Bureau 
had thrown in a couple of other sur- 
veys with the main one. These in- 
cluded cigarette-smoking habits and 
preferences and how many and which 
newspapers we read. 


Semantic Difficulty 


The most complicated question in 
the whole diary was the one asking: 
“Of all the television commercials 
you saw this week, which ONE would 
your family vote for as best?” We 
were three days late returning the 
diary because of the semantic diff- 
culty of “best.” Was this best in terms 
of selling, or best-enjoyable? I finally 
ended up writing in the only one I 
could remember from the week, which 
apparently had more creativity than 
saleability—I haven’t seen it on the 
air since. 

On top of the spaces for filling in 
the programs were final reminders 
and suggestions, ending up with the 
cheering thought: “It’s easy to be ac- 
curate.” Just as I was feeling at one 
with a horse at the starting gate, the 
telephone rang again. This time it 
was a man who “just wanted to see 
if I had any questions about my 
diary.” 

“Certainly not,” I replied airily, 

(Continued on page 82) 
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Can television 
educate? 


It can, and does, 


just about every night 
of the week, 


according to special 


agency analysis 


ducational television stations are 
doing a great job to raise the 
cultural level of our people. 

But human beings are perverse 
creatures. They don’t necessarily do 
what you want them to do. They often 
ignore brain fare on the educational 
stations which they would happily pay 
for in schools, auditoriums and con- 
cert halls. 

Many of the same people who 
would scramble for tickets to hear 
Bruce Catton or Robert Frost in a 
lecture hall have never found out that 
you can hear them for nothing, and 
see them close-up, on the non-com- 
mercial channels. 

Many who have spent half a life- 
time regretting their lack of back- 
ground in math or English or foreign 
languages not only will not enroll for 
a course when good teachers offer it 
on an educational station, but will not 
even dial the station to see what they 
have missed all those years. 

Luckily for the future cultural 
standards of our nation and the 
world, the television cards are stacked 
in favor of improved taste. If people 
look at television at all, sooner or 
later the medium will smuggle some 
cultural tonic into their lives. 

Television of the commercial va- 
riety provides so many opportunities 
to learn and to raise one’s sights that 
they can’t all be avoided. 

If that statement startles you, you 
have not been watching television 
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with a perceptive eye. 

The cowboys still outgun the In- 
dians. The family situations are as 
saccharine as ever. There is as much 
“release” entertainment on television 
as there is in publishing; people con- 
tinue to demand escape. 

But commercial television has many 
moments when it fulfills its promise, 
and proves the dynamic power of 
blending sight and sound. 

Sometimes these moments are clear- 
ly labeled, so that people seeking the 
arts and mental exercise may join the 
party. More often, the educational 
force rides the air waves unheralded 
—actually so well disguised, at times, 
that many who would scorn self-im- 
provement are taken in, in spite of 
themselves. 


Not From A Book 


It is only within the last decade 
that the average American has been 
able to see a man nominated for 
President of the United States at the 
moment it happened. That, obvious- 
ly, is educational television. 

If your child sat in a classroom on 
Jan. 20 and, as millions did, heard 
John F. Kennedy’s inaugural address, 
he will remember John Kennedy’s 
words as spoken by a man, while 
Abraham Lincoln’s will be something 
out of a book. 

These are obvious bits of educa- 
tional television on the regular chan- 
nels, And anybody knows he’s getting 


good stuff when Leonard Bernstein 
conducts. Or when Maurice Evans 
plays Shakespeare. Or when Frank 
Baxter lectures. Or when Omnibus ex- 
plores the courts of law. Or when 
Alan Shepard makes his solitary flight 
where no birds fly, down the Atlantic 
missile range. Or when Winston 
Churchill talks about the war years. 

What gives the lie to defamers of 
television as a cultural, educational 
medium is television programming it- 
self. If the critic will only look, he 
will find hours of viewing every week 
whose content plainly labels it as 
“good for you.” 

Not so obvious is a kind of educa- 
tional television that has been influ- 
encing American tastes as fast as net- 
works and receivers have spread 
across the land. 

Can a viewer look forever at stage 
sets designed by competent stylists 
and be content with a mixture of false 
French provincial and waterfall borax 
furniture in his own home? 

Can millions see Ed Sullivan pre- 
sent the Moiseyev Dance Company 
without some percentage of the view- 
ers learning to appreciate fine danc- 
ing? 

Can a farmer watch Sevareid and 
Brinkley and Schoenbrun cover the 
world and still believe that Arkansas 
is a world apart? 

Can any of us watch an Edmund 
Bacon discuss, lovingly and thought- 

(Continued on page 84) 








The Wise Ow] is the one who considers the fact that WLOS-TV 
delivers 67% more food sales, 41% more automotive 
sales, 71% more gasoline sales, 74% more drug sales 
than the second station.* 
No matter what the target . . . WLOS-T'V is 
dominant. *Sales Management Survey of Buying Power, 
May 10, 1961—ARB Total Net Weekly Circulation 


Dominant in The Carolina Triad 


~ WLOS-TV @ 


A Wometco Enterprises Inc. Station Serving 
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4 Represented by Peters, Griffin, Woodward, Inc. * Southeastern Representative: James S. Ayers Co. 





A FEW OF THE 

DISTINGUISHED INDIVIDUALS 

WHO HAVE CONTRIBUTED TO 

THE SUCCESS OF “DATELINE BOSTON” 


VAN CLIBURN 

LLOYD BRIDGES 

NORMAN CORWIN 

LOUIS ARMSTRONG 
HARRY BELAFONTE 

MARIO BIASETTI 

KIRK DOUGLAS 

DUKE ELLINGTON 

THE BERYOZKA DANCERS 
RICHARD CARDINAL CUSHING 
CHARLTON HESTON 

DR. EDWIN P. BOOTH 

DR. ISAAC ASIMOV 
FATHER ROBERT J. DRINAN 
SIR JOHN GIELGUD 
MAHALIA JACKSON 
GOVERNOR FOSTER FURCULO 
GENEVIEVE 

BORIS GOLDOVSKY 
ERROLL GARNER 

WILLIAM MORRIS HUNT 
MARGARET LEIGHTON 
MYRON McCORMICK 
SIOBHAN McKENNA 
BARRY MORSE 

JEROME KILTY 

MAYOR JOHN F. COLLINS 
JACK LEMMON 

GORDON MacRAE 

JOHN NEWLAND 

MARCEL MARCEAU 

JOHN MacFARLANE 
ROLAND NADEAU 

LEO LITWIN 

JOSEPH SCHILDKRAUT 
JASON ROBARDS, JR. 
MIKLOS SCHWALB 
REGISTRAR CLEMENT RILEY 
THOMAS C. WOJTKOWSKI 
TOSHIKO 

DR. HOWARD B. SPRAGUE 
SEN. JOHN E. POWERS 
FRANCIS W. SARGENT 
SARAH VAUGHAN 

DR. PAUL DUDLEY WHITE 
JANE WYMAN 

JACK WOOLNER 

ROGER VOISIN 

GILBERT MERRILL 


DATELINE BOSTON 


. ... a series of daily half-hour television programs in the public interest now in 
its fitth year on WHDH-TV, Channel 5, Boston. More than 1000 different 
DATELINE BOSTON programs have been telecast, programs that have explored 
many areas that reflect Boston’s unique position in the New England and world 
community. We believe DATELINE BOSTON to be the finest series of locally 
produced public service television programs in the United States . . . an outstanding 
contribution to the field of art, music, medicine, science, theatre and education. 


WHDH-TV ¢« CHANNEL 5 « BOSTON 
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Upeins all of the assumptions about television as 
a cultural factor in American affairs is the one 
which says in effect: tv alone has shaped (or can create) 
basic values and mores. And a related one: therefore 
television has a corrupting influence on us all. 

The first is an attractive proposition, of course, but 
simply untrue; the second is more likely the reverse of 
the truth. Has anyone done a study on the corrupting 
influence of audiences on television programming? 

All media, to some extent, reflect the values of our 
times. Take these recent book advertisements: 

“She was only 20 when Henry VIII had her executed 
as an adultress. She dared make a cuckold of her royal 
spouse.” (A Tudor Tragedy). Opposite page: (The Empty 
Canvas): “The story of an artist obsessed with erotic 
love. Dino (the artist), takes as his mistress a seventeen- 
year-old beauty astonishing for her strange wantonness. 
He needs her as a diversion . . . Both art and life have 
failed him . . . He is bored . . . [she becomes] a con- 
suming and destructive passion . . . His furious efforts to 
conquer her and make her the center of his life are re- 
vealed in startling detail.” A few pages farther on A 
Passion in Rome is headlined as, “The story of a profane 
love in a sacred setting.” 

For ten bucks you can know the extremes to which 
man has gone to “perpetuate masculinity.” (“Hundreds 
of methods, their objectives, techniques, and effective- 
ness.” ) 

Another heading comes right to the point: “Does Sex 
Sell More Paintings Than ART?” This query invites 
us to peek into an “explosive new novel” about life in a 
commercial art gallery. All of this from the New York 
Times Sunday Book Section. 

Television is constantly punished for being sexy. But 
aren’t those New York Times book ads “sexy?” What 
would you call them? How would you define their pur- 
pose? 

Television didn’t invent sex. Nor, for that matter, is 
the idealization of colorful crooks a creation of script 
writers. 

The deification of the ducktail is what the American 
character has devolved to in its descent to total material- 
ism. Television critics have lost sight of what Americans 
are. We don’t become hysterical over Khrushchev not 
because we are brave, but because we’d sooner be dead 
than uncomfortable. We have unconsciously accepted this 
choice. We have become a race of hedonists, devourers 
and progressively uninformed non-thinkers. Parents have 
surrendered their children to an environment the parent 
never samples. 

Parents let schools bring up the kids. The schools can’t 
and don’t. Churches are making no new engravings on 
the stone of our public morals. They are merely getting 
more members, not better ones. Magazines are juggling 
themselves out of existence by gimmicks. They are get- 


srs ues... Wiewpoints 











ting bigger but telling less. And fiction is dead in our 
periodicals. 

If the American character is not disintegrating, the 
face of our one-time nobility is corroding. Perhaps at the 
absolute center we still have honor, but everywhere else 
we are cheap, corrupt, money bent, security seeking and 
pleasure bound. We admire the wrong things. We admire 
the man who “gets away with it.” We admire the man 
who “cops a-plea.” We like the crook who doesn’t get 
caught. 

On the streets of New York City, violence occurs every 
day, every night. You’ve seen it a few times. One thing 
you've never seen and never will though, is a New Yorker 
of whatever station interfering with that violence. New 
Yorkers stand and stare. Or look away. In London, a 
purse-snatcher would be chased from Chelsea to the East 
India Docks by a constantly increasing mob of outraged 
Englishmen. When finally caught, the snatcher would 
there be dealt with: canes, barrel-staves, and a few um- 
brellas (for there would be women in the crowd). He’d 
never try it again. 

The section of London which is known as “The City” 
can stand as a silent rebuke to “the American character” 
and to “ethics” that prevail in too many high places in 
the United States. “The City” is where most of England’s 
business is conducted. It has a Latin motto: “Dictum 
Meum Pactum’”—“My Word Is My Bond.” Here busi- 
ness is transacted every day, millions of pounds of busi- 
ness, without written contracts. If anyone cheats, he cheats 





only once, like the purse-snatcher. He has “blotted his 


copybook.” He has “put up a black.” Other Englishmen 
turn their backs on him. He may even leave England— 
not expelled, just unable to stand the shame of his action 
and the cold stare of the English. 

This is something we don’t have in America. Some- 
thing we used to have and that we've now lost. Television 
is probably not going to restore it but television, more 
truly, accurately and continuously than the press, is show- 
ing us who we are, and more eloquently than our maga- 
zines, television is telling us what we might do about our 
situation. In this, television has an integrity all its own. 
It doesn’t need the trickery of gate-folds (which can’t 
save Life), nor the blatancy of ink in three colors to 
try to lure new readers to its fiction. 

If you don’t like television it is your fault. You are 
looking right into yourself —GBR 
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What’s first with Hoosiers 
.o IS first with WFBM-TV 


3rd Annual Antique Auto Tour—This Hoo- 
sier love for old motor cars just comes naturally. 
Indiana happens to be the birthplace of today's 
automobile. That's why WFBM-TV included 
Kokomo and honored the “Haynes” on its first 
tour. So successful were preceding tours that this 


year's caravan included 125 cars and extended 
nearly three miles. Each year it has been more fun 
for those who went—and even more exciting to 
goggle-eyed thousands in cities around Indian- 
apolis who watched it. These Mid-Indiana viewers 
prefer WFBM-TV, too. Ask your KATZ man! 


Represented Nationally by The KATZ Agency 
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A TIME-LIFE STATION 









DESILU TO DISTRIBUTE 

Desilu Productions has set up its 
own international distribution com- 
pany for the syndication of $30 mil- 
lion worth of the company’s current 
inventory, it was announced by studio 
president Desi Arnaz. 

Mr. Arnaz will be president of the 
new company, and has , appointed 
Richard W. Dinsmore vice president 
and general manager of the subsidi- 
ary, Desilu Sales, Inc. The company 
will also handle sales and syndication 
of product for other independent pro- 
ducers and owners of series, feature 
films and animated properties. 

“We have studied the distribution- 
syndication situation for more than 
a year, and after careful observation 
it is our firm opinion that the market 
potential for our own, as well as 
other products, is now greater than it 
has been in many years,” said Mr. 
Arnaz. 

“The increasing demand for addi- 
tional programming in the second-run 
markets now offers excellent oppor- 
tunity for increased revenue,” Mr. 
Arnaz explained optimistically. He 
added that the new distribution set-up 
is in no way connected with the 
studio’s recent deal with General 
Artists Corp., concerning only na- 
tional network sales of new program- 
ming. 

The “current inventory” described 
in the statement includes The Un- 
touchables, which will immediately be 
put into foreign distribution. Other 
Desilu programs to be syndicated by 
the company include Desilu Play- 
house, Ann Sothern Show, The 
Texan, Guestward Ho!, Those Whit- 
ing Girls, Harrigan & Son and the 
two-part, two-hour special, Counter- 
Intelligence Corps. 

The new company is also negoti- 
ating with CBS-TV for future distri- 
bution of 14 Lucille Ball-Desi Arnaz 


Hour programs. 


MCA EARNINGS 

Earnings of MCA, Inc., for the 
first nine months of the year were the 
highest in its history, and up 20 per 
cent over the same period in 1960. 








According to Jules C. Stein, chair- 
man of the board, unaudited earnings 
before taxes for the first nine months 
were $11,043,266 as compared with 
$9,251,346 last year. Net income 
after taxes for the three quarters was 
$5,353,466, compared with $4,484,- 
073 in 1960. 

After preferred dividends, net in- 
come figured out to $1.31 per share 
for the nine months, compared with 
$1.09 for the same 1960 period. 


NEW APPROACH AT ZIV-UA 

Richard Dorso has been appointed 
to the new post ‘of executive vice 
president in charge of all programs 
at Ziv-United Artists, Inc. In making 
the announcement, John L. Sinn, 
president of Ziv-UA, said the appoint- 
ment indicates a new approach in tv 
production. 

“A television series must reflect 
the individual taste and talent of one 
man—the producer,” said Mr. Sinn. 
“Our policy affords an individual 
producer the creative freedom that 
makes this possible.” 





MR, DORSO 


“My primary task,” said Mr. 
Dorso, “is to attract new creative pro- 
ducers to the Ziv-UA banner, particu- 
larly those who have not worked in 
television before. We offer the oppor- 
tunity to develop their own ideas and 
projects with complete freedom.” 

The first project under the new 
approach will be Acres and Pains, 
a series based on stories by S. J. 
Perelman (see “Perelman in _ the 
Potato-Patch,” TELEVISION AGE, July 


Film Report 


10, 1961). David Schwartz will pro- 
duce the series. 

Another project under the new pro- 
gram will be Rodeo, U.S.A., to be pro- 
duced by its creator, Leslie Stevens, 
in conjunction with ABC-TV. The 
series will have as its central charac- 
ter a young rodeo rider in search of 
adventure and excitement. 


CBS TELECENTER 

Work begins next month on the 
new CBS Production Center, to be 
located between 56th and 57th Streets 
on 11th Avenue in Manhattan. 

The new center will house studios 
and related facilities of the CBS Tele- 
vision Network, CBS Radio Network, 
CBS News and WCBS-TV New York. 
The telecenter will cost some $1414 
million. 

In announcing the construction 
plans, Dr. Frank Stanton, president 
of CBS, said the building “will be the 
most modern and the most efficient 
production facility in the world. It 
will make full use of advantages in 
technology, as well as our experience 
gained in nine years of operating 
Television City, the superb CBS Tele- 
vision Network production complex 
in Los Angeles. 

“Among other advantages, the 
Center will give producers and direc- 
tors greater artistic scope and many 
technical and economic advantages.” 

Designed by the firm of Charles 
Luckman and Associates, who worked 
closely with CBS tv, radio, news, en- 
gineering and film experts, the new 
center is due for completion in Janu- 
ary 1964. 

CBS is also planning a _head- 
quarters building to be erected on 
the east side of the Avenue of the 
Americas between 52nd and 53rd 
Streets. 

In another construction note from 
CBS, Merle Jones, president, CBS 
Television Stations Division, said the 
company had obtained an interest in 
a television station to be built in 
Trinidad, British West Indies. The 
new facility will be the first in Trini- 
dad, an island with a population of 
826,000. 
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ONS, INC., New York | 


Negotiations are under way antici- 
pating the possibility of CBS equity 
participation in tv stations in several 
other countries. 


FILMWAYS TO ANIMATE 
Filmways, Inc., has added an ani- 
mation department to its facilities. 
Headed by art and animation direc- 
tor Sid Greene, the new department 
makes it possible for Filmways to 
make and* distribute most tv com- 
mercials without recourse to outside 
facilities other than laboratory. 


EBU ENDORSES FETE 

The European Broadcasting Union, 
representing 60 official and inde- 
pendent tv networks, has endorsed 
participation in the 2nd Montreux Tv 
Festival. 

The EBU endorsement is limited to 
the contest aspect of the three-part 
event. Last year there were 34 entries 
from 24 networks competing for the 
“Golden Rose” award and others. 

Other parts of the festival, which 
will be held in Montreux, Switzerland, 
from April 23 to May 5, include an 
international symposium on all as- 
pects of television, and an exhibition 
of broadcasting equipment. 


JURORS PICKED FOR MONTE 
CARLO 

Alan Jay Lerner and Paddy Cha- 
yefsky will be among American rep- 
resentatives on the jury of the 2nd 
International Television Festival to 
be held at Monte Carlo, Jan. 6 to 14, 
1962. 

Last year, representatives to the 
festival were Merrill Panitt, editor 
of TV Guide, and playwright Gore 
Vidal. 

The award at the Monte Carlo festi- 
val is the “Gold Nymph,” and is pre- 
sented to winners in eight categories. 


VENICE FETE DATES SET 

The 9th International Advertising 
Film Festival will be held on the 
Lido, Venice, June 11 to 15, 1962. 

Queries on the festival should be 
addressed to Peter E. Taylor, Esq., 
Director, International Advertising 
Film Festival, Head Office, 38 Dover 


Street, London. 
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PALLADIUM FOR IBA AWARDS 

The Hollywood Palladium has been 
selected as the site for the formal 
banquet and trophy presentations in 
the 1961 International Broadcasting 
Awards Festival, to be held Feb. 13, 
1962. 

Deadline for entries is Dec. 1, 1961. 


SALES MARKS 

Jayark Films Corp. made 41 sales 
in a three-month period, according to 
Harvey L. Victor, vice president and 
general sales manager, who said that 
the company is “experiencing one 
of the more successful fall campaigns 
in its history.” 

Official Films’ off-network _ pro- 
grams are now sold in more than 75 
markets, according to Seymour Reed, 
president. Mr. Reed cites as unusual 
the number of affiliated stations which 
are re-purchasing the programs. 

Two western power companies have 
purchased ABC Films’ One Step Be- 
yond series for use on five stations in 
Montana and Colorado. The Montana 
State Power Co. bought the show for 
airing on KXLF-TV Butte, KSMO-TV 
Missoula, KBLL-TV Helena, and KFBA 
Great Falls. The Public Service Co. 
of Colorado took the show for KLZ-TV 
Denver. 

ABC Films also sold The Life and 
Legend of Wyatt Earp to w3z-tv 
Baltimore, making it all around for 
the five Westinghouse stations. Earp 
has been sold into 55 markets alto- 
gether. 

Everglades, from Ziv-UA, has 
added three new advertisers—Falstaff 
Beer, a Ford dealer, and a service 
firm—and two major markets—Kan- 
sas City and Louisville—to its grow- 
ing lists. 

Ripcord, also out of Ziv-UA, 
clicked off five more sales, including 
three regionals, last week. 

Seven Arts Associated has sold its 
“Films of the Fifties, Vol. II” into 


70 markets. 


SYNDICATION ASIDES 

Danger Man, Independent Tele- 
vision Corp.’s off-network adventure 
series, is now being offered to re- 
gional and local advertisers. Abe 


Mandell, vice president in charge of 
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ELEKTRA FILM PRODUCTIONS, INC., New York 
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Three appointments at Wilding Tv Division are (I. to r.) Carl Nelson, pro- 


ducer-director; Ralph Davis, editorial supervisor, and Bob Mayberry, produc- 
tion manager. Wilding Tv has been in commercial production since 1958. 


sales and administration, said the de- 
cision was made in view of the suc- 
cess of the company’s other series, 
Whiplash and Supercar, released five 
months ago. Whiplash has been sold 
to 111 markets, Supercar to 71. 

King Features Syndicate has pro- 
duced a series of public service Pop- 
eye cartoons dealing with tree con- 
servation, safe driving, etc. Stations 
carrying Popeye and wishing to tie in 
with the public service announce- 
ments may contact Gene Plotnik, di- 
rector of creative services at King. 

The Thin Man, MGM-TV’s comedy 
series, has been licensed in Italy and 
Spain, bringing to 11 the number of 
foreign countries signed to telecast 
the series. 

Tv Marketeers, Inc. has announced 
a new half-hour, first-run series, The 
Flying Doctor, 39 episodes, for local 
or regional syndication. According to 
Wynn Nathan, president, “The Flying 
Doctor is unique in today’s tv syndie 
market because it has plenty of 
action-adventure without violence.” 

Tv Marketeers, Inc., has also ac- 
quired distribution rights to five in- 
dependently-produced film series 
from their respective owners. For- 
merly distributed by MCA-TV, the 
half-hour shows are: Dr. Hudson’s 
Secret Journal, Headline, Heart of 
the City, Mayor of the Town, and 
Author’s Playhouse. 


ERICKSON BLASTS LOW BIDS 


Rodney Erickson, president, Film- 
ways, Inc., blames the low-bid system 
of hiring commercial producers for 
much of the inferior quality in tv 









commercials. 

In a speech before the Advertising 
Club of Boston and the Advertising 
Club of New England, Mr. Erickson 
allowed that until his recent affiliation 
with Filmways he had been “abys- 
mally ignorant of the basic facts of 
life” in the commercial film business. 
Mr. Erickson was previously an ad- 
vertising executive connected with 
television. 

The filmmaker said he thought that 
“lack of knowledge of the tools of 
producing 
which generate about 50 per cent of 
an agency's billings, is a common 


television commercials, 


failing among agency and client 
management. It is generally evidenced 
by responsible officers insisting that 
the competent specialists who handle 
this phase get ‘at least three bids and 
take the lowest.’ ” 

Mr. Erickson termed this system 
“a false economy” and urged agen- 
cies and clients to put considerations 
of quality foremost. He suggested 
that an advertiser might wish to 
solicit competitive bids on a specific 
job to get an idea of the price range, 
but at that point there are many other 
factors to consider, such as facilities, 
staff, reputation, location, and the 
requirements of the commercial. 

Concluding, Mr. Erickson said: 
“The streamlining of agencies, the 
possibility of new bases of compensa- 
tion and the highly competitive nature 
of the advertising business make it 
imperative for top management to be 
as totally aware of the minute com- 
mercial as they are of the print ads 
they tack on the bulletin boards. 
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39 of the most fascinating half hours in Television History / Commentary by Mike Wallace 
Produced by Jack Haley, Jr./ Directed by Mel Stuart / a David L. Wolper Production 


biograph 


ALREADY SOLD IN TOP MARKETS 
Allon a 52 week basis — biography has an exciting new look at the inside stories of great lives... 
been $Old regionally through BBDO to 
Pacific Gas and Electric Company for 
T north and central California markets 
(including San Francisco). Biography 
has been Sold via Benton and Bowles to 
Chemical Bank New York Trust Company 
for WNBC-TV. Biography has been sold 
to KRCA, NBC's Los Angeles Flagship. 
Everyone who sees biography is sold 
on the great appeal of this fine new 
series — with its dramatic use of histor- 
ical and new film footage about great 
men (living and dead) of the past 50 
years. These could be your ‘lives — 
for a bigger, better selling season. 


fllims in production 


Babe Ruth Adolf Hitler 
Charles Lindbergh General Pershing 
General Douglas MacArthur —_ Harry Houdini 
Mahatma Gandhi Thomas Edison 
Admiral Richard Byrd Will Rogers 
Woodrow Wilson Knute Rockne 
Franklin D. Roosevelt Al Jolson 
Clarence Darrow Duke and Duchess of Windsor 
Albert Einstein Sigmund Freud 
Winston Churchill Greta Garbo 
call,wire or write for a 
screening at once: 
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“The only way to insure this per- 
fection is not to take the cheapest job, 
but to get the best artists, best per- 
formers, best directors, best editors, 
and best processors that money can 


” 


buy. 


CRACKDOWN ON RUNAWAYS 

The Screen Actors Guild has issued 
a warning to producers of tv film that 
it will fight tooth and nail against any 
move to shift television production to 
foreign locales. The action is coinci- 
dent with the ever more bitter strug- 
gle by West Coast guilds against 
“runaway” theatrical production. 
(See “Tele-scope,” TELEVISION AGE, 
Nov. 13.) 

According to an authoritative SAG 
spokesman, there is mounting evi- 
dence that telefilm production com- 
panies are planning a major shift to 
overseas production, because of lower 
costs, tax breaks, and subsidies by 
foreign governments. (One company 
assertedly preparing for such a move 
in the near future is Screen Gems.) 
SAG that it will not 
passively or look benignly upon 


warns react 








DR. ALBERT BURKE'S 





"A Way Of Thinking” 
DISTRIBUTED BY 
BANNER FILMS, INC. 


527 Madison Ave., New York 22, N. Y. PL 5-4811 
CHARLES McGREGOR, Pres. 








American advertisers who sponsor 
such series. 

Simultaneously, the guild expressed 
itself willing to try and solve the 
problems currently inherent in U.S. 
production, and called upon pro- 
ducers to meet with it at a round-table 


conference. 


PRODUCTION NOTES 

ABC-TV has snared Gene Kelly, and 
Groucho Marx is returning to tele- 
vision after a year’s absence, but is 
shifting from NBC-TV to CBS-TV. 

Mr. Kelly will star in the TV 
series version of the feature “Going 
My Way,” essaying the role originally 
played by Bing Crosby. The hour- 
long show, produced by Revue, is 
slated for an October, 1962, start. 

Mr. Marx’s new series, Tell lt To 
Groucho, is set for a January air date. 
Produced by John Guedel, the pro- 
gram’s format will have people 
around the country telling of their 
wishes and needs, mostly in a humor- 
ous vein. Reportedly NBC had first 
call on the series, but decided against 
it, for reasons undisclosed. 

The Hanna & Barbera-Screen Gems 
partnership is moving ahead at full 
speed for next season, with three new 
animated series, totaling 156 5-minute 
segments, set for production. Charac- 
ters featured will be “Wally Gator,” 
“Touche Turtle and Dum Dum,” and 
“Lippy the Lion and The Sad Hyena.” 

Other animated series in the plan- 
ning stage are a third cycle of 26 
King Leonardo’s, produced by Cres- 
ton Studios; and a new show, based 
on the character of “Clyde Crash- 
cup,” presently featured in Ross Bag- 
dasarian-Format Film’s “Alvin and 
the Chipmunks.” 
have five 
pilots filmed by January, 1962, mark- 


Goodson-Todman will 


ing the organization’s most extensive 

entry into film to date. The focus is 

on comedy and anthology. 
Anthologies are Skyscraper, being 
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produced by Jerry Stagg in conjunc- 
tion with CBS-TV; Rhodes Three, ad- 
venture produced by Andrew J. Fen- 





ady, centering on three brothers who 
run a business empire, and Sun Val- 
ley, created and produced by Doug 
Morrow, and revolving about the 
Idaho resort of the same name. 
Comedies are Count Your Chickens, 
and Days Ahead, the latter set in 
2062. Mr. Stagg is the producer on 
both. 

Craig Stevens, formerly headlined 
in Peter Gunn, has been set to star in 
a new series, Man of the World, 
being filmed by Great Britain’s ATV 
production company. The program, 
set for an initial 26 segments will be 
shot in various European locales. 


COMMERCIAL CUES 

The Screen Actors Guild has tight- 
ened its interpretation of wild spots 
and opening and closing commercials 
on programs with multiple sponsor- 
ship, upping advertisers’ ante in both 
categories. 

Henceforth a local wild spot ex- 
hibited on a network program will 
retain that status only as long as the 
program contains only participating 
announcements and is not sponsored. 
Also, the local spot may only be 
shown on a single, non-interconnected 
station. 

The second ruling states that on a 
multiple-sponsor program, separate 
fees must be paid for each advertiser 
billboarded on opening and closing 
spots, as well as on all cross-plugs. 

Upbeat in animated commercials 
and entertainment films has resulted 
in a 50-per-cent increase in Screen 
Cartoonists Guild membership on the 
West Coast, the total rising from 600 
to 900 in the last 18 months. 

Filmways of California has added 
two film editors and a new director 
to its commercials division. Editors 
are Bernie Smith and Norman Suf- 
fern. Staff director added is Phil 
Patton. 

Playhouse Pictures is producing 
five humorous commercials for Log 
Cabin Bread (Honig, Cooper & Har- 
rington), marking the first time this 
bakery has utilized the comedy ap- 
proach. Hilliard Sanders is agency 


producer, with Bernard Grover re- 
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TOP MUSICAL COMMERCIALS 





CANADA DRY (J. M. MATHES) BY EDDY MANSON AND FAILLACE PRODUCTIONS, INC. 
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EDDY MANSON 


PRODUCTIONS, INC. 








GOODMAN'S GOLDEN NOODLES (DOYLE DANE BERNBACH) 
BY CHUCK GOLDSTEIN PRODUCTIONS, INC. 

















CHUCK GOLDSTEIN 





PRODUCTIONS, INC. 





HALO (D'ARCY) BY JOHN GART—R. T. S. PRODUCTIONS, INC. 
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BY JOHN GART—R.T.S. 
PRODUCTIONS, INC. 








“TWA (FOOTE, CONE & BELDING) 

















FORRELL, THOMAS & POLACK 
ASSOC., INC. 
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TELEVISION BRINGS CUSTOMERS? 





Then what you need is a set of the TELEVISION AGE Product Group Success Stories. Nearly 
every type of advertiser is included in this series of authentic case histories of television 
advertisers. Each product group includes from a dozen to 75 detailed descriptions of the 
television campaigns and the successful results obtained by advertisers in that category. 
Product group stories available in reprint form are listed on the order blank below. 
















Reader’s Service 


No. Number of copies 
33. Auto Dealers 
44. Bakeries -_— 
42. Banks & Savings Institutions —- 
26. Beer & Ale ~s- 
36. Candy & Confectionery Stores 
22. Coffee Distributors 

31L. Cosmetics & Beauty Preparation 
24. Cough & Cold Remedies 

41. Dairies & Dairy Products 

27. Dept. Stores (Ed. of a Giant) 

14. Drugs & Remedies 

43. Drug Stores 

49. Dry Cleaners & Laundries 

18. Electric Power Companies 

25. Electrical Appliances 

17. Farm Implements & Machinery 
46. Furniture & Home Furnishings 
19. Gas Companies 

47. Gasoline & Oil 

50. Groceries & Supermarkets 

10. Hardware & Building Supplies 


MITTEE TTT ETE 


Television Age 1270 Sixth Avenue, New York 20, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


No. Number of copies 


45. Home Building & Real Estate 
21. Insurance Companies 

8. Jewelry Stores & Manufacturers 
23. Men’s Clothing Stores 

29. Moving & Storage 
38. Newspapers & Magazines 

9. Nurseries, Seed & Feed 
35. Pet Food & Pet Shops 
40. Pre-fab Housing 
28. Restaurants & Cafeterias 

16. Shoe Stores & Manufacturers 
11. Soft Drink Distributors 

13. Sporting Goods & Toys 
20. Telephone Companies 

48. Television & Radio Receivers 
39. Theatres 
37. Tires & Auto Accessories 
12. Travel, Hotels & Resorts 
32. Weight Control 
34. Women’s Specialty Shops 
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Name Position 
Company — 

Address — 

City Zone State 











C1) I enclose payment 





( Please enter my subscription for TELEVISION AGE, for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 


sponsible for story and layout. 

Hanna & Barbera Productions has 
set up a new live and animated com- 
mercials division, with vice-president 
William Warwick in charge. 

Film Fair is moving more into the 
live production field, with live com- 
mercials now accounting for 25 per 
cent of its total. The company’s Bank 
Americard spot, created by Johnson 
& Lewis’s Allen Balch and directed by 
Dick Van Bentham, has received two 
top awards during the past month, 
one from the Western Advertising As- 
sociation in the animation division, 
the other from CA Magazine, art di- 
rectors’ publication. 


PRODUCING ARTISTS BUILD 


Producing Artists, Inc., has an- 
nounced the start of construction on 
a new half-million doiiar studio to be 
located on West 59th Street, two 
blocks south of Lincoln Center. 

The building is designed to ac- 
commodate feature length production, 
in addition to commercials, with edit- 
ing rooms, a dubbing stage, and two 
full-size studios under one roof. 

Leavitt and Henschel, architects for 
the building, have designed the 
studios so that access to the studio 
floor is at street level. Other innova- 
tions include walls which can _ be 
moved to convert the two stages into 
a single unit. 

Producing Artists, Inc., was formed 
two years ago by Robert McCahon 
and Martin Low. 


NAT’L CINE ACQUIRES WALL 
National Cine Equipment, Inc., 
New York, designers of equipment for 
making 35mm and 16mm tv and mo- 
tion picture films, has acquired the 
John M. Wall Co., manufacturers of 











Create the RIGHT mood every time 
for your video tape recordings 
with the 


MAJOR MCGOD 
MUSIC LIBRARY 


MAJOR offers you a full 30 hours of 
production music for titles, bridges, 


backgrounds. 


WRITE FOR FREE CATALOGUE 
AND UNLIMITED USE RATES 


THOMAS J. VALENTINO, INC. 


150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 
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the professional “Wall Camera.” 


The Wall Co. also built the equip- 
ment for Cinerama. John Clemens, 
president of National Cine, says the 
firm will continue to manufacture 
“the same fine products associated 


with the name of John M. Wall.” 


U.A.A. SERVICE TO CINCY 


The print and booking departments 
and the IBM record-keeping depart- 
ment of United Artists Assoc., have 
been moved to Cincinnati “in the in- 
terests of greater efficiency.” 


Executive and sales offices of 
United Artists will remain in New 
York, Chicago, Dallas, and Holly- 


wood. 


PEOPLE IN PLACES 


Richard Stenta has joined the staff 
of GAC-TV to coordinate the com- 
pany’s activities on the Continent. He 
will headquarter at the GAC offices in 
Donald W. 


Sharpe, president of the tv division. 


Rome, according to 


Bill Smith has been named talent 
consultant for PM East, it was an- 
nounced by Joel Chaseman, general 
manager of WBC Productions, Inc. 
Mr. Smith will aim to create “unique 
formats for celebrities and juxtapose 
notable 


unusual combinations of 


names for the Mike Wallace series.” 


Bernard Barron has been appointed 
general manager of Producers Studio. 
Mr. Barron was previously studio 
manager at Skelton Studios. 

Bob Lapthorne is now Far Eastern 
sales manager for Fremantle, Inter- 
national, Inc. Mr. Lapthorne’s terri- 
tory will now include the following: 
Australia, New Zealand, the Philip- 
pines, Japan, Hong Kong, Thailand, 
Singapore, and Okinawa. 

Project III Enterprises has signed 
Owen Crump as a producer. 


Musical 


Assoc.. Inc., has elected its slate of 


Commercial Producers 
officers and board of directors for the 
coming year. Officers are: president, 
Phil Davis, of Phil Davis Musical 
Enterprises, Inc.; first vice president, 
Morris Mamorsky; 2nd vice presi- 


dent, Hank Sylvern of Signature 





Music, Inc.; secretary, Victor Sack 
of Scott-Textor Prod Inc; Gene For- 
rell of Forrell, Thomas & Polack 
Assoc., Inc. 

Members elected to the board are: 
Chuck Goldstein of Chuck Goldstein 
Prod., Inc.; Curt Biever of Biever & 
Stein Productions, Inc.; Tony Fail- 
lace of Faillace Prod., Inc.; Howard 
Plummer of Hap Music, Inc., and 
Will Lorin of Will Lorin Prod., Inc., 
who, with Richard Maltby of Richard 
Maltby, Inc., was recently elected to 
the organization. 

David B. Williams has been ap- 
pointed to the position of director of 
press information for National Tele- 
film Assoc., Inc., it was announced 
by Berne Tabakin, executive vice 
president. 

William Self, long-time tv _pro- 
ducer and former CBS-TV executive. 
has been appointed head of tv pro- 
duction at 20th Century-Fox, replac- 
ing Roy Huggins, who resigned at 
his own request to continue inde- 
pendent production in conjunction 
with TCF-TV. Mr. Huggins currently 


is producing the Bus Stop series. 










e What other businesses does 
BONDED TV FILM engage in? 


e None. Film handling is our 
only business—a full-time job. 





Tv Commercials 
BANDELIER FILMS, INC. 


In production: Holloway & Co. (Slo-Poke, 
Milk Duds, Hi-Noon), EWR&R. 


FERRO, MOGUBGUB & 
SCHWARTZ, INC. 

Completed: Dixie Cup (Dixie Cup dis- 
penser), Hicks & Greist; Lufthansa Air 
Lines (Lufthansa flight), Herbert Lam- 
nard; CBS (opening for Twilight Zone), 
direct; NBC (opening for Theater °62), 
direct; American Gas Assn. (American 
Gas), L&N; Ford Motor (Falcon, Fair- 
lane), JWT; Johnson & Johnson (Arrestin 
cough medicine), N. W. Ayer; Red-L 
Foods Corp. (Red-L seafood), Smith 
Greenland; Hicks & Greist (promotional), 
direct; General Foods (Post cereals), B&B. 
In production: American Gas Assn. (Amer- 
ican Gas), L&N. 


FILM FAIR 


Completed: Campbell Soup Co, (beans & 
franks), NL&B; Malt-O-Meal Co. (Malt-O 
Meal), C-M; Mfg. Nat’l Bank (bank serv- 
ice) W. B. Doner; Northwestern Mutual 
(insurance), MMH&H; Commonwealth 
Edison (electric appliances), Leo Burnett; 
Matson Navigation Co. (ocean travel), 
F&S&R; Max Factor (lipstick, nail pol- 
ish), Carson/Roberts; Bank of America 
(Bankamericard), Johnson & Lewis; 
Procter & Gamble (Jif peanut spread), 
Gardner. 

In production: Mattel Toymakers (toys), 
Carson/Roberts; Kellogg Co. (breakfast 
foods), Burnett; Best Foods Corp. (Skippy 
peanut butter), GB&B; Armour Co. (Chif- 
fon), FC&B; Standard Oil (gasoline), 
D’Arcy; Gold Seal (Mr. Bubble), C-M; 





BONDED 
TV FOL 
SERVICE 


NEW YORK 
CHICAGO Ss 
LOS ANGELES 
TORONTO 


A Division of 
NOVO INDUSTRIAL CORP. 











FERRO. MOGUBGUB & SCHWARTZ, INC.: OUTSTANDING 
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McCulloch (chain saws), F&S&R; Kraft 
Food Corp. (Kraft Treets), FC&B; Miles 


Laboratories (Alka-Seltzer), Wade; Star- 
Kist Foods (tuna), Burnett; Fairfield 
Laboratories (professional aspirin), F& 
S&R; Raytheon (Missile Test Center), 
F&S&R. 

FILMACK CORP. 

Completed: Sunshine Biscuit Co. (Gor- 


don’s potato chips), Kirkland, White & 
Schell; Toni Co. (White Rain test spots), 
Clinton E. Frank; Cincinnati Chamber 
Commerce (downtown bargain days), 
Nathan S. Wise; Uptown Federal Savings 
& Loan (savings accounts), Advertising 
Division Inc.; Better Government Assn. 
(re-register to vote), direct; Chicago Sun- 
Times & Daily News (consumer survey), 
Earle Ludgin; Dry Mix Concrete Co. 
(Sakrete patch & sealer), Wade; Muter 
Corp. (Res-Q-Pak), Marsteller, Richard, 
Gebhardt, & Reed: Abels Auto Co. (Abels 
Showtime), Luke Walton; Fidelity Natl. 
Bank (Charlie check & commercial securi- 
ties), Herbert S. Benjamin: Grey Seal 
Paints (Grey Seal paints), Zimmer Mc- 





Advertising Directory 
of TV SERVICES 


FILM EQUIPMENT 








CAMERA EQUIPMENT CO., INC. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
LIGHTING EQUIPMENT 
Motion picture and television equipment 
. « « generators . . . film editing equip- 
ment . . . processing equipment. 
RENTALS — SALES — SERVICE 








$.0.S. PHOTO-CINE-OPTICS, INC. 
formerly $.0.S. CINEMA SUPPLY CORP. 


New York City: 602 West 52nd Street, Plaza 7-0440. 
Hollywood, Calif.: 6331 Hollywood Bivd., Ho 7-2124. 


SALES e LEASING e SERVICE 
The world's largest source for film production 


equipment: Animation, Producing, Lighting, 
Processing, Editing, Recording, Projection, 
etc. 











LIGHTING 








CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 











SOUND STUDIOS 











PATHE’S FABULOUS STUDIO 7A, for the BIG 
SOUND in Scoring Music to everything from 
10 sec. SPOTS to FEATURE FILMS. One 
Musician or 100. 16 and 35mm projection. 
PATHE SOUND SERVICES, INC. 


105 E. 106th St.. New York 29, N. Y. 
EN 9-4040, TR 6-1120 
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Claskey; Oil Heat Council (oil heat), 
Ruben; Englewood Businessmen Assn. 
(political), Malcolm Howard; Daisy 


Brand Butter (Daisy Brand butter), Sher- 
win Robert Rodgers; Columbia Picture 
Corp. (promotional), direct. 

In production: Cotton States Insurance 
(insurance), McRae & Bealer; Fannie May 
Candy (Fannie May candy), Wade. 


GERALD PRODUCTIONS, INC. 
Completed: Stephano Bros. (Frappe ciga- 
rettes), Aitkin-Kynett. 

In production: R. J. Reynolds Co. (Camel 
cigarettes), Esty. 


KEITZ & HERNDON 

In production: Humble Oil Co. (gasoline), 
M-E; Dr. Pepper Co. (soft drink), Grant; 
Commerce Trust Co. (toys), Kerker-Peter- 


son; Dean’s Milk (milk), Clinton E. 
Frank; Burks-Walker-Tippet (funeral serv- 
ices), Wm. Finn; Kitty Clover Potato 


Chips (potato chips), Allen & Reynolds; 
National Cotton Council (cotton & cotton 
products), direct; Cain’s Coffee (coffee), 
Lowe Runkle. 


PAUL KIM-LEW GIFFORD 


Completed: Nationwide Insurance (insur- 
ance), Ben Sackheim; Warner-Lambert 
(Fizzies), Lambert & Feasley; General 
Mills (Trix), D-F-S; Post Div., GF (Alpha 
Bits), Benton & Bowles; Ford Motor 
(Comet), K&E; Ford Motor (Galaxie, 
Fairlane), JWT; Sandura Corp. (San- 
dran), Hicks & Greist; NBC (news pro- 
motional), direct; American Motors (Ram- 
bler), GMM&B. 

In production: NASA (Project Mercury), 
direct; Ford Motor (Fairlane), JWT; 
Lever Bros. (Sunlight cleanser), BBDO; 
American Machine & Foundry (pinspot- 
ters), C&W; Ranier Brewing Co. (beer), 
DDB; Scott Paper Co. (Scotties), JWT. 


PANTOMIME PICTURES 
Completed: Archway Baking Co. (cook- 
ies), Norman, Navan, Moore, Marineau & 
Baird; American Crystal Sugar Co. 
(sugar), W. A. Krause; Mars, Inc. (Snick- 
ers, Milky Way), NL&B. 

In production: Schlitz Brewing Co. (Old 
Farm Insurance Co. (auto insurance), 
NL&B; Plumbing Industry Progress & 
Milwaukee beer), Post & Moor; State 
Education (promotion), David Olen. 


RAY PATIN PRODUCTIONS 
Completed: Rexall Drugs (one-cent sale), 
BBDO; Nabob Coffee (coffee), James 
Lovick; Sara Lee (Apple ’n’ Spice cake), 
HRM&s. 

In production: Jack’s Cookie Co. (cook- 
ies), D’Arcy; Nabob Coffee & Tea (coffee 
& tea), James Lovick. 
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of film in one of the most com- 
plete film libraries in the world. No 
matter what you're looking for in 
stock footage — you'll find it at 
SHERMAN GRINBERG 
FILM LIBRARIES, INC. 


1438 N. GOWER ST. HOLLYWOOD 28, CALIF 
WOLLYWOOD 4-7491 

245 W. SSTH ST, NEW YORK 19, WY 
JUOSON 6-8750 
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PECKHAM PRODUCTIONS 
Completed: Stuart Mfg. Co. (science sets), 
Ted Menderson; Modular Fabrications 
(Poly Rods), Crestwood; American Tran- 
sistor Toy (Billy the Bounce), Crestwood; 
Mel Weiss Enterprises (home golf), Crest- 
wood; Westinghouse Corp. (wall-tv), 
Grey Adv.; Pressman Toy Corp. (Master- 
mind), Crestwood; Ideal Toy Corp. (Elec- 
tric Food Center, Kissy doll, Miss Ideal), 
Grey. 

In production: Pressman Toy Corp. (Look 
’n’ Laff, Counting jump rope, Roger Maris 
Action baseball), Crestwood; Kinney Shoe 
Corp. (Kinney Christmas), Frank B. Saw- 
don; Harvell-Kilgore Corp. (Harvill Grille- 
Tray), Frank B. Sawdon. 


PELICAN FILMS, INC. 

In production: Narragansett Brewing Co. 
(Narragansett beer), DCS&S; Jackson 
Brewing Co. (Jax beer), DCS&S; General 
Foods (Birdseye), Y&R; R. J. Reynolds 
(Winston), Esty; (Bristol-Myers (Sal 
Hepatica), Y&R; AT&T (long distance), 
N. W. Ayer; American Tobacco Co. (Pall 
Mall), SSC&B; Pepperidge Farms (Pep- 
peridge bread), OB&M; Bayuk Co. (Phil- 


lies cigars), Wermen & Schorr; Block 
Drug (Dentu-Creme), Grey; Nestle Co. 
(Quik), M-E; Westinghouse Electric 
Corp. (dishwashers, dryers), M-E; Dutch 
Masters (cigars), EWR&R; Procter & 
Gamble (Comet), Compton. 

SKELTON STUDIOS 

Completed: Miles Laboratories (Alka- 


Seltzer), Wade; General Motors (Chevro- 
let), C-E; Beech-Nut Life Savers (Beech- 
Nut gum), Y&R; Sta-Nu Corp. (Sta-Nu 
Magic), Wade; Miles Laboratories (Bac- 
tine, One-A-Day multiple vitamins) , Wade; 
Cities Service Co. (Cities Service 
line), L&N; Best Foods (Skippy peanut 
butter), GB&B. 

SOUNDAC PRODUCTIONS, 
INC. 

Completed: Century 21 (World’s Fair), 


direct; McNair Seed Co. (tobacco seed), 
Dick Brown. 


gaso- 


Ia production: Appalachian Power Co. 
(electric clothes dryer), Houck & Co.; 
WLBW-TV Miami, Fla. (news openings), 
direct. 


TELEVISION BROADCASTING 
SERVICE, INC. 

Completed: New York State Thruway 
(Interchange #9 Tarrytown), direct; 
Seneca Grape Juice (juice), direct; Hem- 
ingway Lodge (resort), direct; Westfield 
Canned Juices (juice), direct; American 
Steel Wool Mfg. Co. (steel wool), direct. 
In production: New York State Thruway 


(Interchange #11, 14, 15, 16), direct; 
Orange & Rockland Utilities (utilities), 
direct; New York Trap ock, direct; 


—  Greenshaw Glass Bottle Mfg. Co. (bottles), 


direct; Rockland County Project (promo- 
tional), direct; Consolidated Stamp Mfg. 
(stamps), direct; Millers Milk Co. 
(milk), direct; Dexter Cards (cards), 
direct; New York Telephone Co. (promo- 
tional), direct; Wilcox & Gibbs (sewing 
direct; Kessler (Plymouth- 
Valiant car dealer), direct; Continental 
Can Co. (cans), direct. 


% | VIDEOTAPE PRODS. OF 


NEW YORK, INC. 

Completed: Mutual of Omaha (insurance), 
B&J; Minnesota Mining & Mfg. (Scotch 
Brand Tape), MacManus, John & Adams; 
National Biscuit Co. (various food prod- 


| ucts), M-E; American Cyanamid (Melmac, 
| Creslan), EWR&R. 
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Wali Street Report 





SG REPORT. The first annual re- 
port of Screen Gems as a separate 
company makes joyous reading for 
all investors who moved quickly last 
February when 288,400 shares were 
sold to the public, reducing the posi- 
tion held by the parent company, 
Columbia Pictures, to 89 per cent of 
the outstanding shares. 

Income for the year ended July 1, 
1961, the first in which the public 
had any interest in Screen Gems di- 
rectly, hit $55.8 million, and net in- 
come totaled $2.6 million, equal to 
$1.05 per share. By comparison in- 
come in the previous year totaled 
$41.6 million and net income was 
$1,620,017, or 64 cents per share. 
The performance is even more strik- 
ing if the investor looks back to 1958 
when gross income was $25.6 million 
and the net profit totaled $654,714, 
or 26 cents per share. 

The 1961 success reflects the fact 
that Screen Gems during fiscal 1961 
had more ‘shows telecast nationally 
than at any previous time in its his- 
tory and it also consummated sales 
of Columbia post-1948 feature films 
to stations. Moreover, it started the 
new year with the largest sales back- 
log in its history. It has contractual 
commitments at the end of 1961 for 
programs to be delivered totaling 
$21.8 million compared with $17.4 
million worth of unfulfilled contracts 
in the preceding year. 


INVENTORY POSITION. 
factor which the management believes 
augurs well for the 1961 earnings is 
the company’s strong inventory posi- 
tion on half-hour and one-hour epi- 
sodes for re-run licensing. SG now 
has 373 half-hour shows and 66 hour 
long shows, a jump of 160 shows over 
the 1960 inventory. SG has derived 
considerable income from national re- 
runs. Outstanding examples have 
been the 164 half-hour re-runs of 
Rin Tin Tin and later the re-run of 
192 half-hour episodes of Father 
Knows Best. 

Now SG has The 
Show, The 


Another 


Donna Reed 
Menace, The 


Dennis 


Flintstones, Huckleberry Hound, Y ogi 
Bear, all half-hour programs along 
with the Route 66 and Naked City 
hour shows. Virtually all of these pro- 
grams the management believes will 
be licensed for re-runs. Meanwhile of 
the twelve programs that were telecast 
nationally last year ten were renewed 
for sponsorship in 1961-62, an envi- 
able record. 

One interesting observation was 
made by Screen Gems in its annual 
report to the effect that there was a 
noticeable increase in live program- 
ming and the company planned to in- 
crease its offerings in that area in 
1962-63. 

Also at a time when the syndication 
market generally is on a decline SG’s 
operation has one asset which can 
sustain it through adverse periods— 


feature films. 


FILM RELEASES. SG’s film library 
totals 1,500 films including pre- and 
post-1948’s. This year the company 
released for the first time a number 
of post-48 films including The Caine 
Mutiny, All The King’s Men, Born 
Yesterday and Death of a Salesman. 
On the other hand there is one in- 
teresting development in the Screen 
Gems’ feature film operation. On 
July 1, 1957, SG arranged for the tv 
distribution of the pre-1948 films of 
Universal Pictures and part of the 
agreement called for a minimum 
guarantee of $20 million to be paid to 


Universal over a seven year period 
with distribution rights for a longer 
period. At the end of the 1961 fiscal 
year Screen Gems had accrued the 
minimum guaranteed obligation for 
the four year period of $11 million 
with $8 million already paid to Uni- 
versal and $3 million to be paid by 
June 30, 1962. Screen Gems is liable 
to the extent that proceeds from 
rental of the films do not equal the 
minimum guaranteed payments. The 
agreement provides for a lien on ac- 
counts receivable generated by the 
licensing of Universal films. In the 
current report the management esti- 
mates that approximately one sixth 
of all installments receivable on tv 
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WHAT IS IT WORTH? 


Broadcast properties are not priced on a “brick and 
mortar” scale. Our experience with hundreds of 
appraisals guarantees you the true market value. 


BLACKBURN & Company, Inc. 
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NEGOTIATIONS « FINANCING *« APPRAISALS 


ATLANTA 


Clifford B. Marshall 
Stenley Whitoker 
Robert M. Baird 
Hecley Building 
JAckson 5-1576 


WEST COAST 


Colin M. Seiph 
Colif. Bank Bidg. 
9441 Wilshire Blvd. 
Beverly Hills, Colif. 
CRestview 4-2770 
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contracts may be subject to such 
liens. 

In the international field Screen 
Gems claims it leads all other tv dis- 
tribution companies doing business 
abroad and expects to show further 
gains this year. Huckleberry Hound, 
for example, is now a leading charac- 
ter on French and Japanese tv as well 
as in the U.S. SG is also producing 
four programs in Canada and plans 
to produce in several other countries 
as well. 


OTHER AREAS. Two other vital 
areas of income are the merchandis- 
ing and commercials divisions. SG 
has been able to cash in on the licens- 
ing of such characters as Quick Draw 
McGraw, Yogi Bear and The Flint- 
stones. Some $40 million worth of 
dolls, games, paint and modeling kits 
based on the characters was sold last 
year and SG reaps substantial royal- 
ties. Also the company’s tv commer- 
cials production unit, Elliot, Unger & 
Eliott, has increased its business, and 
now has production facilities on both 
the East and West coasts. 





Service 


(Continued from page 25) 


The average station in the $901- 
$1,501 class AA rate category was 
making public service contributions 
at about the same percentage rate as 
its counterpart in the previous group. 
The number of programs presented 
decreased, hours donated fell off, and 
the total dollar value of the programs 
declined from the third quarter of 
1956. 

Thus, the number of public service 
programs presented by this average 
station went from 249 in the third 
quarter of 1956 to 198 in the past 
quarter. Hours donated fell from 103 
to 78; the dollar value of the pro- 
grams declined some $10,000—from 
$51,741 to $41,469. 

But at the same time, the average 
station in this group so increased the 
number of announcements and ID’s 
as to come out with a healthy total in- 


crease. This past quarter's announce- 
ments (2,252) and their value ($173.- 
692) are far above the figures re- 
ported five years ago when announce- 
ments amounted to 1,575 and their 
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Corinthian Cites Stations 

KXTV Sacramento, is the winner of this year’s Corinthian Public Service 
Programming Award for its 30-minute special entitled A Visit to St. 
Albert's Monastery. 

The show, a half-hour essay on the life of brothers in the Dominican 
order, was so popular that it was run twice this past summer. 

One of the runners-up was a half-hour entry from wisH-Tv, Indianap- 
olis, entitled /ndiana and the Civil War, which was produced to com- 
memorate Indiana’s century-old contribution to the Union during the War 
Between the States. 

The other finalist was Kxtv’s The Ties Have It, an original drama 
using local talent written, produced and directed by KxTv production 
supervisor Robert C. Kelly. 

The 15 entries submitted by the various local stations covered a broad 
range of subject matter and technique ranging from current news com- 
mentaries to historical programs, from discussions of medical progress 
to local drama, from musical programs to religious shows. 

WANE-TV, Fort Wayne, for instance, submitted these three shows— 
The Sound of People, a history of America told through folk music; / Feel 
the Spirit, a history of the Negro’s rebellion against slavery, also told 
through music; and These Too Are Ours, an in-depth study of the treat- 
ment of retarded children. 

Besides Indiana and the Civil War, wish-tv submitted Birth of a Heart- 
beat, a medical report on the birth. process and Indiana’s 38th, a docu- 
mentary on the training of Indiana’s National Guard units. 

From Houston, KHoU-Tv’s contributions included Every Third Day, 
an analysis of that city’s high murder rate; Emergency Ward, the re- 
actions of an emergency ward doctor to accidents at home, on the high- 
way and on the job; and The Lost Dimension, a program dealing with 
the severely handicapped, filmed on location at Texas Medical Center. 

From KOTV in Tulsa came these three: College Students Here and 
There; The Holy Season, portraying rituals during Holy Week by various 
faiths; and a picture study of police training entitled The Tulsa Police 
Academy. 

The winners of the contest were chosen by a panel of judges, including 
John H. Whitney, chairman of the board of Whitney Communications 
Corp. and principal owner of Corinthian Broadcasting Corp.; Richard 
Salant, president of CBS News; and Louis Hausman, director of the 
Television Information Office. 





dollar value was 


estimated at 





dollar value of $353,427. Although 


$128,652. 

The only group to report an over- 
all decline was the $1,500-and-up 
category. There, the average station 
(although it increased the number of 
announcements and ID’s) apparently 
was placing them in less expensive 
time categories, for the actual value 
of more announcements turned out to 
be less than previously. 

A comparison: in the third quarter 
of 1956, the average station in this 
high-rate category was contributing 
1,998 announcements at a dollar 
value of $523,624; in the same period 
this year, the average station was con- 
tributing 2,333 announcements at a 


the number of programs also fell off 
here (from 202 to 118) the hours 
donated remained the same (60). 

The above are the cold facts and 
figures of public service television in 
the third quarter of this year. In sum, 
they indicate that the nation will con- 
tinue to benefit in an increasing way 
from the public service efforts of sta- 
tions. They cannot begin, however, to 
tell the whole story, which is, in a 
way, unmeasurable. 

But it is evident now that stations 
this year will contribute a record 
amount of time and effort (which 
means money) to public service 
causes. 
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Television Age Network Program Chart—Nighttime 





When participating programs 
sponsors, Dames of sponsors ap 


Notes: 


ABC: 12/5 Bell & Howell | 
Close-Up! 10-11; 12/11 Bing 
Show 10-30-13; 12/13 Belt & | 
Nuteracker 7:30-8:30; 12/26 
Bow! Parade 7 .50-8:30. 

CBS: 12/1 Young Peopte’s 
8:30-9:30; 12/7 Great Chat 





















































PM (MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY 
6:00 ABC CBS NBC ABC CBS NBC ABC CBs NBC ABC CBS NBC ABC ces 
ABC ane ABC | ABC 
ABC 
: News i _News ; News | News News 
6:15 Squibb, Mobil Bauibb, Mobil Bauibb, Mobil Bauibb, Mobil Squibb, Mobil 
es =e _—__— 
6:30 } 
_ 
6:45 News Texaco, News Texaco, News Texaco, News Texace, News 
Amer. Home Huntley- Goode Huntley. Carter Huntley- P. Morris Huntiey- er. Ho 
Brinki year ley Am ° 
¥ nkley | Brinkley Amer, Home Brinkley Brink) 
7:00 Report Report | Report Revert 
7:18 Expedition 
Ralston > - — 
News News Hews News News 
7:30 | 
To Tell the ee The Alvin Frontier 
7:45 Truth Show Circus Straightaway 
Bugs Bunny Co-op 
Amer. Home Gen. Foods Gen. Foods Ozzie & (part.) Autolite 
R. J. Reynolds Mattel aramle Harriet 
8:00 Cheyenne The } 
a Allen Wagon Train Outlaws Rawhid 
ow 
8:15 Pete & Gladys | National Bachelor Dick Van to ee =o The 
(part.) Velvet Ping oe tenets Campbell Soup various Hathaways 
8:30 lhacco, Armour ; J. & J. 
5 
p 
' Window On The Joey Bob Cum- 
8:45 | the Rifleman | Main Street —_ a es Top Cat Bishop Show mings Show rueieess 
x P&G Scott, Toni hatin Morris Zénesin- Kellogg rae, Amer. | Real meCoys Kellogg Dr. Kildare Miles 
9:00 Mercury Bristol-Myers Crate enced P&G Br. & Wmson Reynolds Gente ¢ 
a part. 
The New 
Red Skelton 
9:15 Danny Thomas Breed Show ty Three The 
. Surfside Six Show Best Foods : Ran Investigators 
Gen. Foods $. C. Johnson The Dick Mees Sone Fe (part.) 
87th Precinct Powell Show rax Muse 
9:30 various Reynolds Hawaiian Hall 
Metals, Eye ’ a 
Andy Griffith Yours for a varicus . Father of 
9:45 Gen. Foods Song | ares 4 Me Mrs. G. Goes —_ Hazel : Bride 
Lever,  canarang re to College Ford Gen. Mi 
Alberto-Culver ocony- Mobil Gen. Foods Campbell 
| Bob Newhar 
| Hennesey b hs art 
. | P. Lorillard : , 
10:15 | Ben Casey Gen. Foods a = Twilight Z 
| Armstrong 
Thriller Garry Moore (Cain's 100 Circle Theatre | The — Lyte - teyewrr 
various Show i Armstronc “ii pm w Mv witne: 
various various Naked City Gest att Untouchables (part.) Histor 
I've Got A U. S. Steel David Brink. 
Secret . Hour ley’s Journal 
(part.) Alcoa Premiere U. S. Steel Douglas Fir 
‘ Alcoa Piywood, 
PPG 
Jack Pa Jack Paar Jack Paar ack Paa 
om 4) color oo: 
parucip: t & participating yartici pating 
a 3 os sponse a panes 
SRB ee 


Nighttime Index 


ABC News M-F 6 
Adventures In Paradise ABC Sun 10 
Polaroid, Armour, Miles, Mobil- 
oil, Norelco, Amer, Tobacco, 
Corning Glass 
Alcoa Premiere ABC Tu 10 
All-Pro Scoreboard ABC Sun 6:15 
Andy Griffith CBS M 9:30 
The Alvin Show CBS W 7:30 
Armstrong Circle Theatre CBS W lt 
Bachelor Father ABC Tu 8 
Bell Telephone Hour NBC F 9:30 
Ben Casey ABC M 10 
Cons, Cigars, Mobiloil, Bristol- 
Myers, Brillo, Polaroid, Warner- 
Lambert, Amer, Chicle, Dow 
Chem., MMM, Block 
Bob Cummings Show CBS Th 8:30 
Bob Newhart Show NBC W 10 
Bonanza NBC Sun 9 
Amer, Tobacco, P&G 
Bugs Bunny ABC Tu 7:30 
Bullwinkle NBC Sun 7 
Bus Stop ABC Sun 9 


Brown & Wmson, Johnson & 
Johnson, Bristol-Myers, Singer, 
Mobiloil 
Cain’s 100 NBC Tu 10 
Calvin And the Colonel ARC Tu 8:30 
Candid Camera CBS Sun 10 
Car 54 NBC Sun 8:30 
CBS Reports CBS Th 10 
Chanel, Polaroid, Menley-James, 
Mobil, Xerox 
Checkmate CBS W 8:3¢ 
i Socony-Mobil, Menley- 
James, L&M, Colgate, Polaroid 
Cheyenne ABC M 7:30 
Miles, Mobiloil, Amer. Tobacco, 
Edw. Dalton, P&G 
Danny Thomas Show CBS M 9 
David Brinkley’s Journal NBC W 10:30 
Defenders CBS Sat $:30 
Kimberly-Clark, Brown & Wmson, 
Lever 
The Dick Powell Show NBC Tu 9 
Dick Van Dyke CPS Tu & 
Dr. Kildare NBC Th 8:30 
Singer, L&M, Sterling, Warner- 
Lambert, Colgate 


Dennis the Menace CBS Sun 7:30 

Dobie Gillis CBS Tu 8:30 

Donna Reed ARC Th 8 

DuPont Show NBC Sun 10 

The Ed Sullivan Show CBS Sun & 
Colgate, Revlon, P, Lorillard 

Expedition ABC M 7 

Eyewitness to History CBS F 10:50 
Amer, Cyanamid, L&M, Socony- 
Mobil 

Father Knows Best CBS W 8 
Scott, P, Lorillard, Mutual of 
Omaha 

Father of the Bride CBS F 9:30 

The Flintstones ABC F 8:30 

Fight of the Week ABC Sat 10 

Follow the Sun ABC Sun 7:30 

Frank McGee's NBC F 10:30 

Frontier Circus CBS Th 7:30 
Lever, Norwich, Vick, 
Best Foods, Mobil, Toni 

G. E. Theatre CBS Sun ° 

Garry Moore Show CBS Tu 10 
Oldsmobile, R. J, Reynolds, 8. C. 
Johnson 


Pac, 


Gunsmoke CRS Sat 10 

L&M, Remington-Rand, Gen 

Foods, S. C, Johnson 
The Hathaways ABC F & 

Ralston, Polaroid, Bristol-Myers 
Have Gun, Will Travel CBS Sat 9:30 
Hawaiian Eye ABC W 8 

Carter, Whitehall, Amer. Chicle. 

Lorillard, Culver, Noxzema, Nor- 

elco 
Hazel NBC Th 9:30 
Hennesey CBS M 10 
Hitcheeck Presents NBC Tu 8:30 
Ichabod & Me CBS Tu 9:30 
International Showtime NBC F 7:30 

Derby Foods, 7-Up, various 
The Investigators CRS Th 9 

Vick, Mobil, Polaroid, Toni, 

Best Foods, Corning, Shulton 
I've Got A Secret CPS M 10:30 

Gen, Foods, Polaroid, Menley- 

James 
Jack Benny Program CBS Sun 9:50 
Jack Paar NBC M-F 11:15 
The Joey Bishop Show NBC W 8:50 
Laramie NBC Tu 7:30 





Lassie CBS Sun 7 
Lawman ABC Sun 8:50 
The Lawrence Welk Show ABC Sat 9 
Leave It To Beaver ABC Sat 8:30 
Make That Spare AIC Sat 10:45 
Margie ANC Th 9:30 
Marshall Dillon CBS Tu 7:50 
Matty’s Funday Funnies ABC Sat 7 
Maverick ABC Sun 6:36 
Kaiser, Schick, Cons. Cigar, 
Bristol-Myers, Ideal Toy, Peter 
Paul, Brillo 
Meet the Press NBC Sun 6 
Mr, Ed CBS Sun 6:30 
Mrs. G, Goes to College CBS W 9:50 
My Three Sons ABC Th 9 


Naked City ARC W 10 
Bristol-Myers, Brown & Wmsn, 


Am, Chicle, Srillo, Speidel, 
Beecham 

National Velvet NC M 8 
Gen, Mills, Bulova, Beechnut 





Notes: When participating programs and other programs have more than two 





sponsors, Dames of sponsors appear with alphabetical listing below chart. 10-11; 12/10 Wizard of Oz 6-8; 12/14 Leonard 
Philharmonic 7:30-8:30; 12/28 Years of Cris 

ABC: 12/5 Bell & Howell Close-Up! 10:30-11; 12/10 Bell & Howell NBC: 12/3 NBC White Paper 10-11; 12/4 

Close-Up! 10-11; 12/11 Bing Crosby Show 9-10; 12/12 Ernie Kovacs 12/7 U. S. Bases Overseas 7:30-8:30; 12/10 
Show 10:30-11; 12/13 Belt & Howell Close-Up! 8:30-9; 12/23 Enchanted Bob Hope 9-10; 12/15 Peace Corps Report 9:: 
Nuteracker 7:30-8:36; 12/26 Year-End Review 10-11; 12/30 Orange ing of Christ 8:30-9; 12/24 NBC Opera—Ama 
Bow! Parade 7:50-8:30. - 12/24 The Nation’s Future 5-6; 12/29 

me CBS: 12/1 Young People’s Concert 7:30-8:30; 12/6 Golden Showcase 10:30; 12/31 Projection °62 10-11. 


8:30-9:30; 12/7 Great Challenge 10-11; 12/8 Westinghouse Presents 

























































THURSDA FRIDAY SATURDAY SUNDAY 
ABC CBS NBC ABC ces NBC ABC CBS NBC ABC CBS NE 
ities —— 
= ABC Sat. Night 
ews News News ; Mee 
Squibb, Mobil Squibb, Mobil eg ee i es Twentieth P 
a ’ Century : 
All-Pro : (exc 
Seorehoard Prudential 
Bristol-Myers 
Gen, Mills 
| 
Mr. Ed a3 
—- ES Studebake + 2,5 
News Texaco, News Texace. “cas 
P. Morris Huntley- Amer. Home Huntley- : Quake 
Brinkley Brinkley | | Maverick i 
Report Repert | 
Matty’s Fun- | Bul 
day Funnies Lassie 
ae = Mattel Campbell 
News news Soup 
Frontier Dennis the 
Circus Straightaway Menace 
Ozzie & (part.) Autolite Rent Foods Wait | 
Harriet alt Kellogg We 
International ad ~~ the World 
. un | 
Outlaws Rawhide ene Roaring °20's | Perry Mason Kaiser 
Donna Reed L&M 
Show : The Whitehall 
‘Campbell Soup various Hathaways 
Lal. The Ed 
Sullivan Show 
Tall Mas 
Car 5 
Bob Cum- The Leave It to Bd. _—— Are 
mings Show Flintstones Reaver =. Lawman ‘ 
Kellogg Dr. Kildare Robert Ralston. various R. J. Reynolds 
Real McCoys Br. & W Miles ome ~ Whitehall 
P&G r. mson Reynolds a Taylor s Polaroid Defenders 
oute 66 Detectives 
various 
The 
My Three Investigators G. E. Theatre 
ns (part.) Generai 
Chevrolet The Electric f 
Lawrence B 
w Sto 
77 Sunset — , 
Strip ae Jack Benny 
_— Father of the J. B. Williams | Program 
oy Bride Have Gun. 
— Hazel : Will Travel ar 
Ford a wend —_ . woh i State Farm 
ampbell Soup 
H Whitehall asemeel 
Target: Twilight Z Cancid Camera 
The Corruptors ii The Fioht of | Gunsmoke Bristol Myers 
The CBS Reports A pan ay Adeontares , 
+ 10- . M : g 
Untouchables ’ aa, ay to Consolidated Paradise 
2 scented Frank McGee's Cigar 
Here and Now What's 
Gulf Oi Make That My Line 
| Spare All State 
| Brown & Kellogg 
— | Wmsn ‘ + 
Brunswick 
j Sunday News 
. Special 
: | Whitehal! 
i } Carter 
moke CBS Sat 10 Lassie CBS Sun 7 The New Breed ABC Tu 8:30 Roaring °20's ANC Sat 7:30 Tall 
~~ be Rand, Gen Lawman ABC Sun 8:30 Scott, Miles, Brown & Wmson, Armour, Edw. Dalton, Chese- Tar 
‘oods, S. C. Johnson Edw, Dalton, Mobiloil brough- Ponds Norelco Gen. 
3C Sat 9 “ y r : 
Hathaways ARC F & The Lawrence Welk Show ABC Sat News CBS M-F 6:45; 7:15 Cigar, Mobiloil 
alston, Polaroid, Bristol-Myers Leave It To Beaver ABC Sat 8:30 1.2.3 Go! NBC Sun 6:30 Robert Taylor's Detectives NBC F 8:30 
Gun, Will Travel CBS Sat 9:30 Make That Spare AIC Sat 10:45 Outlaws NEC . Route 66 CRS F 8:30 Tex: 
jian Eye ABC W 9 . ; utlaws NBC Th hill ao . 
Margie ARC Th 9:30 Gute & . tr wee Chevrolet, Philip Morris, Sterling M 
‘arter, Whitehall, Amer. Chicle, A sha zie & Harriet ABC Th 7:30 Sat. Night at the Movies NBC Sat 9 
rillard, Culver, Noxzema, Nor- Marshall Dillon CBS Tu 7:30 Warner-Lambert, Peter Paul, Sat, Night News NBC Sat 6 Thr 
leo Matty’s Funday Funnies ABC Sat 7 srunswick, Edw, Dalton Sing Along with Mitch NUiC Th 10 Top 
i NBC Th 9:30 Maverick ABC Sun 6:36 Perry Como NBC W 9 R, J, Reynolds, Ballantine, To 
esey CBS M 10 = Kaiser, Schick, Cons. Cigar, Perry Mason CBS Sat 7:30 Buick, various Twe 
cock Presents NBC Tu 8:30 Bristol-Myers, Ideal Toy, Peter Colgate, Philip Morris, Sterlins The Steve Allen Show ABC W 7:30 Twi 
ol 1 A oy Ba Paul, Brillo Drackett, Quaker Oats Timex, Tepsi-Cola, Maybelline 
nationa owtime NBC 7:33 Pete & Gladys CBS M 8 Sandura, Brillo, Cons. Cigar, 
rby Foods, 7-Up, various Meet the Press NBC Sun 6 Carnation, Polaroid, Menley- Brunswick U. | 
Investigators CRS Th 9 Mr, Ed CBS Sun 6:30 ; James, Mobil Straightaway ABC F 7:30 Th 
ick, * Mobil, Polaroid, Toni, Mrs. G. Goes to College CBS W 9:30 87th Precinct NBC M 9 77 Sunset Strip ABC F 9 
est Foods, Corning, Shulton The Price Is Right NIC M 8:30 American Chicle, Whitehall, R, J. 
Got A Secret CPS M 10:30 My Three Sons ABC Th 9 Rawhide CBS F 7:30 Reynolds, Beecham ; Wa 
ten, Foods, Polaroid, Menley- Naked City ARC W 10 Nabisco, Gen, Foods, Philip Mor- Sunday News Special CES Sun 11 
Hames Bristol-Myers, Brown & Wmsn, ris, Bristol Myers, Drackett, Surfside 6 ABC M 9 Wal 
Benny Program CBS Sun 9:30 Am, Chicle, Brillo, Speidel, Colgate Brown & Wmsn, Pontiac, Nox- Ss 
Paar NBC M-F 11:15 Beecham Real McCoys ABC Th 8:30 zema, Speidel, Armour, Union Wir 
Joey Bishop Show NBC W 8:30 National Velvet NEC M 8 Red Skelton CBS Tu 9 Carbide, Bristol-Myers Wh: 


mie NBC Tu 7:30 Gen, Mills, Bulova, Beechnut Rifleman ABC M 8:3 Tales of Wells Fargo NPC Sat 7:30 You 


12/14 Leonard Bernstein and the N. Y. 
Years of Crisis 10-11. 

10-11; 12/4 Japan: East Is West 8-9; 
30-8:30; 12/10 Theater "62 10-11; 
Corps Report 9:3 3 
BC Opera—Ama 


ure 


Farm 
tual 


Camera 
Myers 


Bullwink! 


Car 54, Where 
Are You? 


Tall Man NBC Sat 8:30 

Target: The Corruptors A F 10 
Mobiloil, Edw. Dalton, Noreleo, 
Lorillard, Lever, Culver, Speidel, 


Brillo 
Texaco, Huntley-Brinkley Report NBC 
M-F 6:45 
Esquire, Mutual of Omaha 
Thriller NBC M 10 
Top Cat ABC W 8:30 
To Teli the Truth CBS M 7:30 
Twentieth Century CBS Sun 6 
Twilight Zone CBS F 10 
L&M, Mobil, Chesebrough-Ponds, 
Colgrte 
U. S. Steel Hour CBS W 10 
The Untouchables ARC Th 10 
Armour, Beecham, Whitehall, 
Miles, Culver 
Wagon Train NBC W 7:30 
Reynolds, National Biscuit, Ford 
Walt Disney’s Wonderful World NBC 
Sun 7:30 
Window On Main St. CBS M 8:30 
What's My Line CRS Sun 10:20 
Yours for a Song ABC Tu 9:3¢ 


Dic @r imi Rinia Coon m@lmenulitd 


The RCA Victor Brussels in beautifully styled Danish Modern cabinet, $775. 


Gift of gifts for everyone in your family-new RCA VICTOR COLORTY! 


af, This is the Christmas to give 
“= magnificent new RCA Victor 
Color television—and bring untold 
hours of beauty and excitement to 
everyone in the family. RCA’s reme 
able new High-Fidelity Color tube 
brings you a color picture so lifelike you 
have to see it to believe it. The picture is 
up to 50% brighter! The black-and- 
white picture is vastly improved, too. 
The remarkable New Vista tuner is 


the most sensitive tuner RCA ever de 
signed. It has tremendous picture 
pulling power. You get unsurpassed 
performance from many hard-to-get sta 
tions. Above all, you get the dependa 
bility that comes only from printed cir 
cuits —- proved reliable more than 20 
million times in RCA Victor TV! 

And this year, you have an average 
of almost 40 hours of network program- 
ming every week: sports, color dramas, 


musicals, plus local color programs. See 
your RCA Victor dealer for a demon- 
stration of new Color TV. You have to see 
it to believe it. Yet prices start-as low as 
$495. (The Farrell, not shown.) 


See Walt Disney's “Wonderful Wo { Color” every Sunday, NBC-TV Network 


Nationally advertised ptional with dealer Slightly higher West 
South. UHF optional, extra. Prices, specifications subject to change. Tmk(s)® 


{ 1 @s ) The Most Trusted Name in Television 


RA RPORATION OF AMERICA 
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SATURDAY SUNDAY 
| ABC CBS NBC ABC CBS NBC ABC 
.' a 
| 
9:15) 
| 
| 
9:30) 
j 
9:45 2:1 
10:00 | 2:3 
| 
i Video Village | Lamp Unto 
10:15 | Calendar Say When Ir. Edition My Feet 24 
| i (sust) 
| ° 
10:30 3:0 
| | 
Play Y i | 
. Look Up ° 
10:45 1 Love Lucy aeiaah | Mighty Mouse & Live 3: 
Playhouse —_ (aust) 
} 
1:00 | | | : 3:3 
i a he Macic Land 
; ; Price is ney of Allakazam Fu . 
WIS | The Texan Video Village Right ‘Telco Prod eaten ry Sein Wines 3:4 
i Gold Medal (sust) 
Candies i 
1:30 4: 
Yours for a Surprise Magic Ranch Roy Rogers Lone Ranger | 
1:45 Song Package Concentration |Beatrice Foods Nestle Gen. Mills 4: 
Mattel 
News i 
12:00 | 23 
Sky King s | 
12:15 | Camoufiage Love of Lite a | thik. True Story 4:4 
i Consequences | 
| 
12:30 | Washington Sx 
| Search For My Friend Conversation 
i Tomorrow ould Be Flicka | (sust) 
12:45 Make A Face P&G Yeu Sweets Detective's Meet the : S: 
| The Guiding sien Gen. Mills Diary | Professor ———_ 
j Light Glenbrook | CBS News 
00 P&G Simoniz | 
Day In Court 
Saturday . : . ” 
is College of News | Directions 62 a 
Midday Report the Air Vr. Wizard } 
. B. Williams (sust) 
. =F 
- 
Daytime Index 
*ABC “Operation Daybreak” acdver- Thomas Leeming, Colgate-Palm CBS News CBS M-F 11:55- 12 N Froctiers of Faith NBC Sun 1:30 L 
tisers olive, Adams (Corn Chips), Oval S, C. Johnson Fury NBC Sat 11 T 
Charles Antell, American Home tine, Gillette, American Chicle, CBS News CBS Sat 12: Miles, Nabisco, Sweets 
Products, Armour, Bon Ami, Old London Foods, Lehn & CBS NEWS OBS Sun 5 The Guiding Light CBS M-F 12:45 
Brillo, Bristel Myers, Chese Fink, Blumenthal Brothers College Bowl CBS Sun 5:30 Here’s Hollywood NBC M-F 4:30 
brough-Ponds, DuPont, Ex-Lax, American Football League Games ABC College Football Kickoff ABC Sat 2:3 Colgate, Whitehall, Reechnut 
Gen. Foods, J&J, Lady Clairol, Sun 30 College Football Scorebd. ABC Heinz, Jergens, Sterling 
Union Underwear, Standard Carling Brew., Autolite, Keystone 5:45 Houve Party OBS M-F 2:30 
Brands, Chunky Chocolate, Toni, Camera, Mobiloil, Pabst, Phillips Concentration NBC M-F 11:30 J. B, Williams, Alberto-Culver, L 
Woolite, American Chicle, Alcoa, Petrol., Sun Oil, L&aM Sterling, Pillsbury, Leeming, Lever, Carnation, Pillsbury, 
Frito, Ovaltine, Minute Maid, J American Newsstand ABC M-F 4:50 Lever, Heinz, Miles, Nabisco. Mentholatum, Toni, Amer, Home, 
B. Williams, Gillette, Thomas As The World Turns CBS M-F 1:30 Whitehall, Gen. Mills, Culver, 8S. C, Johnson, Drackett 
Leeming, Milton Bradley, Camp- P&G, Lever, Sterling, Quaker Jergens | Leve Lucy CBS M-F 10:30** M 
bell Soup, Singer, Chockfull of Oats, Nabisco, Pillsbury, Carna- Day In Court ABC M-F 1* Issues and Answers ABC Sun 3 
Nuts, Adolph’s Ltd., Nutro-Bic tion, R. TT. French, Alberto Detective’s Diary NBC Sat 12:30 it Could Be You NBC M-F 12:30 N 
Corp., Chemstrand Fibers, Metre Culver, Vick Directions "62 ABC Sun 1 Beechnut, Leeming, P&G, Miles, 
cal, Lehn & Fink, Lever, P. The Brighter Day CBS M-F 4 The Edge of Night CBS M-F 4:30 Heinz, Sunsweet N 
Lorillard, M&M, Minn Mining, Lever, Alberto-Culver, Quaker, P&G, Sterling, R. T. French, Jan Murray Show NBC M-F 2 N 
Warner Lambert Drackett Nabisco, Pillsbury, Best Foods, Whitehall, Block, Culver, Col- 
Accent CBS Sat 1:30 Calendar CBS M-F 10** Am. Home, Alberto-Culver, Toni, gate, Metrecal, Mogen, Sunsweet, 
Adlai Stevenson Reports ABC Sun 3 Camouflage ARC M-F 12* Vick, Drackett Digest N 
Adventure Theatre NBC M-F 4:30 Camera Three CBS Sun 11 From These Roots NBC M-F 3:20 King Leonardo & His Short Subjects N 
All-Star Golf NBC Sat 5 Captain Kangaroo OBS Sat 8 Beechnut, Purex, Lever, Nabisco, NBC Sat 10:30 M 
Amateur Hour CBS Sun 5 *"CBS Morning Minute Plan M-F Colgate, Pillsbury, Borax, Frito, 


American Bandstand ABC M-F 4 
Beech-Nut, Toni, Lever, Charles 
Antell, Stridex, Noxzema, Vick, 


10-12 
Complete listing of 
advertisers TBA 


participating 


Kraft, Gen. Mills, Sterling, White 
hall, Leeming, Green Giant 


Lamp Unto My Feet CRS Sun 10 
Lone Ranger NBC Sat 11:30 
Lone Ranger ABC W 5:30 

jen. Mills 


MONDAY-FRIDAY 
ABC CBS 


cBS 





Accent 
S gpeien i (sust) 
| Station Time As The 

World Turns 


t , } ; ; NFE 
Football 
(part.) 
(2-conel.) 


Jan Murray 
Password Shew 


Number Please 
| 


Pro Pro NFL 
Basketball | Football 


(Various (Various 
Regional) Regional) 


College Foot- 

ball Kickoff 

Union Carbide 
(to 2:45) 


The Loretta 
Seven Keys Young Theatre 


House Party 


Adlai Steven- 
son Reports 
Young alt. with 
Metene Issues & 
Answers 


Queen For A The 
Day Millionaire Or 


NCAA Football 
Games 
(2:45-5:45) 


Fram These 


Who Do You | The Verdict 
Roots 


Trust ts Yours 


News 


American The Brighter 
Bandstand Dav = 
‘part.) The Seeret 

(to 4:50) Storm 


American 
Make Room Foctball 


for Daddy 


J. B. Williams 
American 
Newsstand 
(4:50) 
Milton Bradley The Edae of 
Lehn & Fink Night 


NFL Game of 
the Week 

United Motors 
Here's Service 

Hollywood (4:20-concl.) 





Station Time i Wisdom 
J. B. Williams 
All-Star Golf 
Reynolds 
Metals, 
Kemper 
Coll. Football Insurance GE Cottage 
Se. Bd. re . - 
G. Mills, ten. Electric 


Bristol-Myers 


Station Time Time: Present 


Mutual of 
Omaha 








Look Up and Live CBS Sun 10:30 


The Millionaire CBS M-F 3 
The Loretta Young Theatre NBC M-F 


The Price is Right NBC M-F 11 
Pillsbury, Lever, Best Foods, R 


Lever, Heinz, Jergens, Sterling, 


Surprise Package CUS M-F 11:30** 
The Texan ARC M-F 11* 






2:30 T. French, Gerber, Campbell Frito, Leeming, Miles, Beechnut, True Siery NBC Sat 12 
Nabisco, Borax, Sweets, Sun om. — Quaker, Hartz Mt., Sunsweet Dow, Simoniz, Sterling 
is sweet, Heinz, P&G, Beechnut, Mr Were NEC bony . Pro Basketball NBC Sat 2 Truth Or Consequences SKC MF 1; 
= — Green Giant, My Friend Flicka CBS Sat 12:30 Pro NFL Footbali NBC Sun 2 Miles, P&G, Heinz, Jergens, 
aise Gb ks Ga ae NCAA Football Games ABC Sat 2:45 Queen For A Day ABC M 3° on 
er, “= ife CBS M-F 12 American Oil, Sun Oil, Frito, Gil- Rin Tin Tin ABC M & F 5:30 * it < ree 
ry, Am, Home, Best Foods, Lever, lette, Humble Oil, R. J. Reynolds we The Verdict Is Yours CBS M-F 3:30 
Albe: eal Pore Saas Z 3 Gen. Mills, Sweets, Gilbert ‘ 
ne, y. rto-Culver, Nabisco, Vick, National League Football Games CBS ; Lever, Mentholatum, Williams, 
Quaker, Scott, Staley Sat 4:30 & Sun 2 A ee Se es = Scott, Quaker 
Magi BSS News CBS Sun 12:55 - , oo ae eee i i “RS 
agic Land of Allakazam CBS Sat — bed xd = Saturday News CBS Sat 1:00 Video Village CBS M-F 11 
f Gen Mills giacd Say When NBC M-F 1¢ Video Village Jr. Edition CRS Sat 10 
es, Magic Ranch ARC Sat 11:30 Number Please ABC M-F 2* Block, Reynolds, Metrecal, Di- Eldon Toy 
Make a Face AIC M-F 12:30* On Your Mark ABC Sat 11 gest, Kraft, A. Luggage Washington Conversation CBS Sun 
Make Room for Daddy NIC M-F 4 Password CBS M-F 2 Search For Tomorrow CBS M-F 12:30 12:30 
ol- Heinz, P&G, Frito, Leeming, Williams, Toni, Campbell, Best The Secret Storm CHS M-F 4:15 Who Do You Trust ABC M-F 3:30* 
et, Metrecal, Sweets, Sunsweet Foods, Mentholatum, Scott, Am. Heme. Pillsbury, Quaker Wisdom NBC §S 5 
Mect ths Professor ABC Sun 12:36 Lever, Vick, Pillsbury, Hartz Oats, Alberto-Culver, Scott, Vick jom =f un 9 ; 
cts Midday Report ATC M-F 1:25 Mt., Leeming, Alberto-Culver Seven Keys ABC M-F 2:30° Young Dr, Malone NBC M-F 3 
Mighty Mouse Playhouse CBS Sat Pip the Piper ABC Sun 12:30 Shari Lewis NBC Sat 10 Miles, Gen, Mills, Jergens 
) 10:30 


Ideal Toy, Colgate, Amer. Home 
Prod. 


Play Your Hunch NBC M-F 10:30 
Miles, Heinz, Sweets, Sunsweet, 
Colgate, Factor, Frito 


Sky King CBS Sat 12 

Sunday Sports Spectacular CRS Sun 2 
Schlitz, Liggett & Myers, Carter, 
Bristol Myers 


Beechnut, WhitehaN, A. Luggage, 
Pillsbury, Digest, Culver, Kraft, 
Borax 


Yours for a Song ABC M-F 11:30" 
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ollowing a highway already well 
PF rented by numerous other mem- 
bers of the print fraternity, Life 
magazine goes to regional adver- 
tising editions at the first of the year. 
This latest move, coming after the 
book’s over-all revamp to attract na- 
tional advertisers, is an obvious at- 
tempt to combat spot—and is so 
outlined in the magazine’s claims that 
its establishment of 26 U.S. regional 
marketing areas will allow advertisers 
to: put extra pressure in a market 
where sales are weak; help test new 
products or copy; promote seasonal 
products in select regions; furnish 
extra backing in strong-sales areas; 
advertise regional brands; allow for 
special promotions for local competi- 
tive reasons, and permit market-by- 
market expansion of a new brand. 

Television Advertising Representa- 
tives, Inc., in a five-page report on 
the Life plan, flatly states that each 
of the above-mentioned marketing 
problems “can be handled more effec- 
tively with national spot television.” 
Spot, says TvAR, is far superior to 
the magazine’s program from the 
viewpoints of audience and flexibility. 

Taking audience, the representative 
points out that Life doesn’t have the 
circulation to compete with tv on a 
national or regional basis. For its 
TvAR 


shows that the daily circulation of 


eight represented _ stations, 
the stations is larger than the weekly 
circulation of Life in the overall 
regions in which the stations are lo- 
cated. For example, KDKA-TV Pitts- 


burgh delivers 890,800 families per 


TELEVISION AGE 









a review of 
current activity 
in national 
spot tv 


day (and 1,061,700 per week) 
against the magazine’s 165,000 cir- 
culation in its Pittsburgh-Wheeling 
area. The same would hold true, of 
course, for nearly any television sta- 
tion, in spite of the fact that Life’s 
regions may extend beyond the cov- 
erage areas of the stations. 

On the make-up of the Life “mar- 
kets,” it’s pointed out that New Or- 
leans is 386 miles from Memphis and 
entirely different in marketing habits, 
that Washington, D. C., is completely 
unlike Baltimore and that Miami and 
Jacksonville are unlike in numerous 
respects. Since these duos are linked 
together by Life, considerable waste 
circulation is a necessary factor in 
buying the regions, says TvAR. 

At least one page in three markets 
is the minimum purchase required by 
the magazine of the advertiser. In 
the rep’s view, this three-region re- 
quirement is a “major stumbling 





At Peerless Adv., New York, Lee 
Kaye buys on Chock Full O’ Nuts 
coffee, sole account of the company’s 
“house agency.” 


November 27, 1961 


REPORT 


block.” How can the regional edi- 
tions be used, it asks, by an adver- 
tiser who wishes to put extra pressure 
on a single market or launch special 
promotions in a selected area, etc., 
when at least three regions must be 
bought—and each of these consists of 
many different markets. 

Television Bureau of Advertising 
also dealt with the Life plan effec- 
tively in a four-page analysis. 

“The cost premium the advertiser 
is called upon to pay for the privi- 
lege of buying fractional magazine 
circulation,” says TvB, “more than 
offsets the 
Among other things—if the regional 


supposed advantages.” 
editions covering the top 10 tv mar- 
kets only are bought, the advertiser 
pays a premium of 10.5 per cent; if 
he buys the country’s three largest 
areas, he pays a 15.7-per-cent pre- 
mium; if he buys the three smallest 
areas, the premium rises to 46.3 per 
cent. Non-fluctuating costs for art and 
production can raise the premium 
still higher when less than full cir- 
culation is bought. 

Among current and upcoming spot 


campaigns from advertisers and 


agencies across the country are the 


following: 


AMERICAN STORES CO. 
(Gray & Rogers, Philadelphia) 


This supermarket chain last month 
started runs on the syndicated half-hour 
Beachcomber in Philadelphia, 
Wilkes-Barre and Baltimore, and on 
Marshal Dillon in Syracuse. The buys 
are for 52 weeks. Ed Papazian is 
the timebuyer. 

(Continued on page 60) 
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In the duel for the advertiser’s dollar, WIBW is con- 


We'll meet both of those challenges with the NCS ’61 
stantly challenged on two counts: report. Take a look. 


1. Locally: That we have a large coverage area, but 1. Locally: In the six counties covered by other Topeka 


“see stations, WIBW reaches from 10 to 80 per cent 
we do not have concentrated penetration in the eas 
Teves Sebertetel tendle acca. waned homes than the competition. 
7: 2. Nationally: WIBW reaches a minimum of 20 per 
2. Nationally: That you can cover Topeka out cent more homes in this area than any 
of Kansas City. 


Kansas City Station. 


WIBW is far and away the leader, even on the competition’s 
own terms. Add to this, WIBW’s coverage of 63 more counties 
that our competitors don’t touch, and you have the reason 
why WIBW is the best buy in the rich Kansas Market. 





GOOD PRACTICES 


5,000 Watts at 580 Division of Stauffer-Capper Publications 
CBS RADIO NETWORK a KGFF KSOK 





TOPEKA, KANSAS ae —\\\\ by 
OE Cae 
Saturating And Delivering Kansas 
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One Buyer’s Opinion .. . 
AFTER THE BALL IS OVER 


Hearing reports of what transpired at the Broadcasters Promotion 
Association meeting in New York this month, it seems the 400 station 
promotion men and women who spent three days attending a couple of 
dozen seminars might have left the city somewhat confused. Media and 
representative speakers told the stations to use trade press advertising, 
not to use trade press advertising, to concentrate on getting highest 
ratings, to concentrate on corrollary services, to build an image, not to 
worry about an image, and so forth. 

Not to add to the general confusion, but in an attempt to put things 
down in black and white, here’s this corner’s opinion on some of the 
topics discussed at the BPA meet. 

First, on the conversational gambit, the station image. There are only 
two kinds of images, in this buyer’s view. One kind is the quality image. 
The other kind can be described in various colorful words, but they all 
add up to bad. Want to make the “image test?” Ask a station to do 
something special for you that you know it shouldn’t do, maybe like 
running your spot just before a competitor’s. (“Never mind about sepa- 
ration, just get me in there!”’) If it does it, if the station doesn’t stand 
by any principles in order to pick up a few dollars, it’s flunked. And 
you know if your money can talk louder than somebody else’s, some- 
body else’s will talk louder than yours. 

Highlights of the BPA get-together reportedly were a couple of market 
presentations in which competing stations had banded together in an 
effort to attract more advertiser money into the area as a whole, rather 
than to one or the other station. While it isn’t likely that this will be 
done in very many markets, it certainly seems a good idea. For one 
thing, it should mean that the information on the market will be pre- 
sented one way, and that two or more heads will have seen to it that 
the data is factual and complete. 

Tune-in vs. on-the-air promotion came in for a couple of speeches and 
panel sessions, apparently without much of a conclusion being reached. 
Probably this was because both newspaper ads and on-the-air announce- 
ments are valuable. So far as the stations are concerned, it’s strange that 
they don’t make more use of on-the-air promos as they cost nothing 
(assuming nobody is sold out) and can do a job in holding an audience 
throughout the evening. Newspaper ads may get extra viewers who hadn’t 
intended to watch television that evening, but they’re also likely just to 
tune in for one particular show. On-the-air spots must be handled with 
care, though. Asking a viewer of westerns to “stay tuned for a docu- 
mentary on Thailand” may be inviting him to switch channels immedi- 
ately—before he sees a high-priced commercial. 

Verchandising came in for hours of talk, with some station promotion 
people protesting that advertiser information often arrived too late to 
do anything with, well after the spot schedules got under way. This 
happens, to be sure, but a complaint to the buyer is not much help. 
Information on local dealers, distribution, etc., obviously can’t be given 
to the station before a buy is made. Once the contracts are signed, the 
buyer notifies the agency’s merchandising department or the client as 
to what starts running where. But there’s little that the buyer can do 
after that. He’s busy enough checking out the schedules without having 
to worry about merchandising. Usually with campaigns set well in ad- 
vance, there should be few problems, but a schedule set for an immediate 


start often leaves no room for maneuvering. 

















KROD-TV 
DOMINATES 





THE 
EL PASO 


MARKET 


2 to 1 


The March, 1961, ARB shows 
that KROD-TV leads in total 
homes reached in 327 out of 
494 surveyed quarter-hour 
segments. 


This means that KROD-TV 
is the “‘dominant”’ station 
66.2% of the time in the 
nation’s 46th city and in the 
adjacent trade area of West 
Texas and New Mexico. 


KROD-TV has been domi- 
nant in El Paso on every 
audience study since 1952. 


KROD*STV 


FIRST IN EL PASO 


BUY (R) 


to sell West Texans... 
Get 34% of New Mexico to boot 






RIGG 


AUGHN 


STATION 
VII-TV KOSA-TV 


ae ig 


KROD-TV K 


EL PASO 


QUALITY STATIONS /4 NATIONAL REPRESENTATIVE 
QUALITY MARKETS, THE BOLLING COMPANY, INC. 
Jack C. Vaughn, Chairman of the Board 
Cecil L. Trigg, President 
George C. Collie, Nat. Sales Mer. 
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CALL: VENARD, RINTOUL, & McCONNELL, INC., NEW YORK 
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Spot (Continued from page 57) 


BAYUK CIGARS, INC. 
(Wermen & Schorr, Inc., 
Philadelphia) 

Prefacing the Christmas holidays, 
PHILLIES cigars was reported adding 
spots in markets it has been using 
since early fall. The “cigars for 
Christmas” placements run primarily in 
nighttime slots. Terry Falgiatore is 

the timebuyer. 


BELL TELEPHONE CO. OF 


PENNSYLVANIA 

(Gray & Rogers, Philadelphia) 

As it has done for the past eight-nine 
years, this phone company is sponsoring 

a half-hour puppet film special in all of its 
Pennsylvania areas on a one-shot basis in 
the days immediately preceding Christmas. 
The program tells the Christmas story 

and is slotted in the best available time 
period in each market. On a longer range 
basis, the phone firm has renewed its 
weather programs in various markets from 
the first of the year. Ed Papazian is the 
timebuyer. 





Account Activity 


Hazel Bishop announced a ter- 
mination of its relationship with 
North Adv., the stated cause being 
a product conflict arising from the 
recent merger of the cosmetic firm 
with Lanolin Plus, Inc. (Lanolin 
Plus hair products are competitive 
with those of Toni Co., a long-term 
North client.) Hazel Bishop billings 
are about $1.5 million. 

Revlon transferred $5 million in 
billings to Norman, Craig & Kum- 
mel from Warwick & Legler. W&K 
retained about $2 million on Silicare, 
Baby Silicare, Clean & Clear, Con- 
temporar makeup, Persuade, and 
several unnamed cosmetic products 
due for later marketing. Grey Ad- 
vertising picked up Aquamarine lo- 
ion from W&L, billing $100,000. 
NC&K will handle Revlon’s lipstick, 
nail enamel, eye makeup, Living 
Curl, Touch & Glow, Satin Set and 
Bronze Luster. 

Great American Industries, maker 
of Super Coola soft drinks, has ap- 
pointed Kastor, Hilton, Chesley, Clif- 
ford & Atherton as its agency. The 
canned beverage will have a 1962 
budget of $1,000,000. Weiss & Geller 
had the account previously. 

Trylon Products Corp. moved its 
account from Don Kemper Co. to 
Lilienfeld & Co., Chicago. Trylon’s 
advertising budget will exceed $250,- 


000 next year. 

















Pees .3 6s % «7s 


aay am often astounded at the small 
degree of attention that is paid 
to the psychological image that any 





given medium transfers to a product. 
The numbers, of course, are impor- 
tant—reach, frequency, quintiles and 
all of the rest of the familiar mathe- 
matical evaluation,” says Thomas 
Flanagan, media director of Riedl & 
Freede, Inc., “but the psychological 
impact of each medium should also be 
considered. 

“At Riedl & Freede we make a spe- 
cial evaluation of the type of product 
in relationship to the various media 
available. The strong local orientation 
of newspapers, for example, may 
heighten impact when a product is 
sold with a local ‘just-in-our-area’ feel. 
On the other hand, television often 
lends itself to products that are best 
: sold by creating an image of vitality 
and excitement. These are just two of 
the many facets we take under consid- 


BERKS LEHIGH COOPERA- 
TIVE FRUIT GROWERS, INC. 


(Allston, Smith & Somple, Inc., 
Greenwich) 


This organization, which swung almost 
entirely to radio last year, returned 

to spot in New York at mid-month for 
its RED CHEEK apple juice, applesauce 
and appleberry (apple-raspberry/strawberry 
sauce) products. Filmed ID’s and 
minutes on several stations are running 
through the end of the year, with 
additional and perhaps expanded activity 
considered for next spring. Media 
director Tom Ellis is the contact. 


BILLY GRAHAM FILM 
MINISTRY 


(Walter F. Bennett & Co., Chicago) 


As noted here Oct. 16, this organization 
has been placing a series of eight 
hour-long tapes of Billy Graham’s recent 
Philadelphia “Crusade” in selected 
markets. To tie in after the upcoming 
NBC-TV World of Billy Graham telecast 
(Nov. 29), additional markets are being 
lined up for the taped series. Jane 
Gunther is the timebuyer. 





BROWNE-VINTNERS CO., INC. 


(Lawrence C. Gumbinner Adv. 
Agency, Inc., N. Y.) 


Making its initial entry into television, 
this Seagram subsidiary’s CHERRY 
KIAFA wine late last month began 
schedules of filmed minutes in nighttime 
slots in New York, Chicago and Miami. 
The humorous commercials employ one 














THOMAS FLANAGAN 





eration. 

“Often I have seen advertising men 
puzzled because a fine campaign with 
sufficient money behind it is not pro- 
ducing the expected impact. The one 
area that they failed to evaluate was 
the image the medium itself transfers 
to the product. These factors are im- 
portant, not just in relation to the in- 
fluence on the consumer, but also to 
the client’s salesmen, distributors and 
the retail trade itself. These ‘distribu- 


actor in a variety of guises and 
characterizations expressing his preference 
for the product. Paul Fitzgerald 

is the timebuyer. 


BUITONI FOODS CORP. 


(Albert Frank-Guenther, Law, Inc., 
N.Y.) 


While this Italian-style food firm continues 
to use its Weatherama Saturday evening 
prorgam in New York as it has done for 
the past few years, its spot activity 
elsewhere has been cut back to schedules 
in Albany, Philadelphia and Florida 
markets. Plans are being laid for 
heightened placements early in 1962, 

as most of its business is done in the 
first half of each year. Larry Butner 

is the buying cvatact. 


BURGESS VIBRO CRAFTERS, 
INC. 


(Olian & Bronner, Inc., Chicago) 


Gift-packaged BVI electric can openers 
are being featured in 15 major national 
markets in a drive getting under way at 
issue date and running until just before 
Christmas. Prime minutes will run. A 
10-week campaign on the company’s 
humidifier is currently on in Chicago, 
where 21 spots per week run on WBKB-TV. 
Kay Kennelly is the timebuyer. 


CALIFORNIA & HAWAITIAN 
SUGAR REFINING CORP. 


(Honig, Cooper & Harrington, S. F.) 


C&H sugar, absent from Spot Report 
records for some time, reportedly came into 
a group of major markets in its distribution 


tion people’ have a very strong feeling 
as to the ‘rightness’ of the medium for 
the product in their own areas. They 
can be the key factor in success or 
failure of a product. Sometimes a 
campaign in a national magazine gives 
them the ‘right’ feeling about a prod- 
uct. For other products it is radio or 
television or newspapers. 

“Therefore, I feel the success of any 
campaign may very well be deter- 
mined by the psychological image the 
medium selected lends to the product.” 

During the 25 years Mr. Flanagan 
has been evaluating and 
media, he has 


liquors, beer, appliances, drugs and 


buying 


worked on foods, 


many others for agencies such as 
Grey, Peck, Harry B. Cohen and Out- 
door Advertising, Inc., in addition to 
his three years as media director of 
Riedl & Freede. After 22 years of com- 
muting to New York City, Mr. Flana- 
gan enjoys his 15-minute commute 
from his Emerson, N. J., home to 


Riedl & Freede’s Clifton, N. J., office. 


area at the middle of the month, with 
filmed minutes in mostly daytime slots 
running for eight to 13 weeks. Clarisse 
McCreary is the timebuyer. 


CAMPBELL SOUP CO. 
(Leo Burnett Co., Inc., Chicago) 
For the new dry soups, RED KETTLE, 


from this firm, introductory schedules 
start early next month for 26 weeks in a 
fair-sized group of major markets. Filmed 
minutes in daytime and late-night slots 
will be used. John Stetson is the 
timebuyer. 


COLGATE-PALMOLIVE Co. 
(Norman, Craig & Kummel, Inc., 
N.Y.) 

With AJAX activity (reported here last 
issue) continuing at press time for starts 
early next month, a few selected test 
markets were reported set for DYNAMO 
cleaner. Filmed minutes run for 39-52 
weeks. Al Silverman is the timebuyer. 


COMMERCIAL SOLVENTS 
CORP. 
(F&S&R, New York) 


Tentative plans are already in the works 
for this company’s annual spring drive on 
its HI-D ammonium nitrate fertilizer. 
Exact markets are not yet decided on, but 
efforts will be confined to a handful of 
farm areas in the southeast and midwest 
parts of the country. Minutes in and 
around farm news and weather programs 
are used for about 13 weeks. Buying for 
a February start won't take place until 
about the first of the year. Bernie 
Rasmussen is the contact. 
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BPA On A Smaller Scale 





EER ee 
What they see on 








The value of rep-prepared presentations and cooperative promotional 
efforts between competitors in a market were among the topics discussed 
” at the fifth annual Petry Promotional Seminar, held immediately after 
ae the closing of the recent BPA meeting in New York. 
Os A record total of 23 general and promotion managers of the rep’s 
5 stations participated in the half-day session, designed to bring home on a 


local basis problems confronting the various stations and to uncover 
mutually satisfactory methods of solving them. 

Among the findings developed from the meeting was discovery of 
various ways in which stations had reworked presentations turned out 
by the representative: spot pitches aimed at new advertisers had been 
turned into training pieces for new salesmen, presentations aimed at 
station salesmen had been reworked and presented to district managers 
of advertisers and so forth. Cooperative efforts to sell the market, 
rather than an individual station, were successfully demonstrated by 
showings of the Norfolk-Tidewater film (TELEVISION AcE, Aug. 7) and 
a slide-film on the Raleigh-Durham tv market—along with reports on the 
added business resulting from such presentations. 

Pinpointed as a major weakness in the marketing-advertising process 
was the “average agency's failure” to inform both rep and station of the 
full details regarding a client’s campaign. Too often, it was noted, 
information on the product distribution, key jobbers, regional prefer- 
ences and the like arrives only after the campaign has gotten under way, 
if it arrives at all. Efforts at determining where the communications 
chain breaks down and strengthening it were begun. Establishment of 
an idea-exchange service for the circulation of good promotion material 





among all stations was also set in motion. Additionally, it was noted 





If you’re interested in sales results in that stations should feed to the rep immediately any new material on 
the Johnstown-Altoona market, you the local marketing picture—such as an influx of discount houses 
should know about WJAC-TV! Happy along with the standard information on programming changes, new 
sponsors say that WJAC-TV sells facilities and the rest. Many times, the stations agreed, even this factual 
everything, from automobiles to material is furnished the representative too slowly, too late or too incom- 
zithers, and in large quantities, too. plete to be of full value. 





And no wonder! Both ARBand Nielsen 








rate WJAC-TV tops, month after 


> j , . DREYFUS & CO. the agency lost little time in picking up 
month. But more important than , ; half-hours in a half-dozen western markets. 
statistics are results. Statistics don’t (Doyle Dane Bernbach, Inc., N.Y.) The initial buys were for 13 weeks from 
buy products . . . people do! And At the middle of next month, this coors a Media director Lyn 
urchasing people watch WJAC-TV investment firm returns to Miami for a = 
P cor flight of six-to-eight weeks of its filmed 
F minutes, 20’s and ID’s. Other markets GEN y S 1. 
For Complete Details, Contact: used by the company on an off-and-on NERAL MILLS, INC. 


basis are New York, Los Angeles and (D-F-S, New York 
HARRINGTON, RIGHTER —Beson"chsronc'Coreu sain (DISS, New York) 
timebuyer. re last issue as active s 
: regional area for RED B r, 
AND PARSONS, INC. roger aad Ap emaby om 
New York Boston Chicago Detroit 


- approximately 60 national markets at 
Atlanta Los Angeles San Francisco FAIRFIELD LABORATORIES issue date for the GOLD MEDAL brand. 


(Fuller & Smith & Ross. Inc.. L.A.) Filmed minutes in day and night slots are 
used for three weeks during the heavy 








oh re 





ees : > ae San Francisco, Sacramento and Fresno are pre-Christmas baking period. John 
SERVING MILLIONS FROM > the initial test markets for an upcoming LaCroix and Don Dowd are the buying 
; , campaign on PROFESSIONAL brand contacts. 
aspirin and saccharin tablets from this 
newly established drug concern. Account Pee . 
executive Tom Shea is the contact. GULF OIL Co. 
(Young & Rubicam, Inc., N.Y.) 
FOREMOST DAIRIES., INC. Late this month GULF was reported 
JOHNSTOWN - CHANNEL 6 ie ol : ere adding filmed 20’s and 40’s in a handful 
(Guild, Bascom & Bonfigli, Inc., of markets on top of the schedules noted 
S$. F.) here as forthcoming last Sept. 18. The 
es placements run about nine weeks. John 
Having only recently acquired this account, Warner is the timebuyer. 
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same topic. 








Gathered in New York for Broadcast Promotion Association sessions, 
executives of Blair Television Companies and the stations they represent 
conferred at a pre-convention breakfast. Shown are (l. to r.) Frank 
Martin, vice president and general manager of Blair-TV; Gene Wilkin, 
general manager, WGAN-TV Portland, Me.; Caley Augustine, promotion 
director, wuc Pittsburgh; and Dick Foote, executive vice president, Blair 
Television Associates. Highlight of the meeting was a presentation on 
station-image building, tying in with the opening BPA session on the 








HARVELL-KILGORE CORP. 
(Frank B. Sawdon, Inc., N.Y.) 


As a possible result of the merger of the 
Harvell housewares concern with the 
Kilgore toy company, spot activity appears 
on the horizon for a unique tray made 
by the firm. While Kilgore used kid 
shows in the past for its toy pistols, the 
schedules—if they develop—are believed 
to be the first from the housewares end 

of things. Media director Ardien Rodner 
is the contact. 


HAYS DISTRIBUTING CO., 
INC. 

(Sound Adv. Agency, Inc., Seattle) 
Handling a product called FIZZ-NIK, a 


plastic bubble used to mix ice cream and 
soda to make do-it-yourself drinks, the 
agency was reported lining up about 30 
markets across the country for December 
and January starts on runs of the 
kid-show schedules it has used through 
the past year. Minutes on film and 
utilizing live local personalities are set 
for varying periods. Agency president 
Joseph Fisher is the contact. 


HELENE CURTIS INDUSTRIES, 


INC. 
(Edward H. Weiss & Co., Chicago) 


New activity on ENDEN shampoo was 
reported getting under way late this 
month in a large group of top markets, 
with placements of night and day minutes 
set for four to 13 weeks, depending on 
the area. Media buyer Armella Selsor 

is the contact. 


INTERNATIONAL LATEX 
CORP. 


(Lynn Baker, Inc., N.Y.) 


Having moved the PLAYTEX BABY 
NURSER out of test markets this past 
fall, this company is working toward 
national distribution, employing spots in 
selected areas. New schedules of filmed 
minutes get under way early in January 
for four to eight weeks, or longer, in 
day and night slots. Mary Meahan is 
the timebuyer. 


INTERNATIONAL SHOE CO. 
(Krupnick & Associates, Inc., St. 
Louis) 


Working far in advance, ISCO is already 
mapping details of its spring 62 campaign 
for children’s shoes. As it did this past 
year, activity on the men’s and women’s 
brands will be concentrated in network 
programming on NBC-TV and ABC-TV, 

















but the annual “spotacular” for the 
POLL PARROT, RED GOOSE and 
other brands will use “top-rated children’s 
shows in all key markets.” Watch for 
January buying for late-February 
starts. Media manager Charles Haines 
is the contact. 


ISODINE PHARMACAL CORP. 


(Reach, McClinton & Co., Ine.. 
N.Y.) 


A small group of markets (less than 10) 
kicks off new placements for ISODINE 
and ISODETTES cold remedies early 
next month for 13 weeks. Filmed minutes 
and 20's in nighttime slots are used. 
Account executive Henry Nachman and 
timebuyer Bud Pfaff are the contacts. 


KENNER PRODUCTS CO. 
(Leonard M. Sive & Associates, 
Inc., Cincinnati) 


From this toymaker comes one of the 
after-Christmas campaigns that are 
becoming more popular every year as the 
industry goes after youngsters with 
Christmas money to spend, or those who 
didn’t get just the exact toy they wanted 
from Santa Claus. A large number of 
major markets across the country get 
schedules of kid-show minutes that run 
from two to 10 weeks from early 
January starts. Agency vice president 
Robert Grannen is the contact. 


KIPLINGER WASHINGTON 
EDITORS 


(Albert Frank-Guenther, Law, 
Inc., L.A.) 

The publisher of Changing Times magazine, 
which first began using spot just one year 
ago, reportedly is increasing its efforts in 
the medium and is readying another entry 
into the New York market, among others. 
A 15-minute program format is employed 
in week-end afternoon and late-night 
periods. Tv-radio director Robert Day 

is the contact. 


LEHN & FINK PRODUCTS 
CORP. 
(Fuller & Smith & Ross, Inc., N.Y.) 


This account, which moved to F&S&R 


(Continued on page 65) 


KIFI-TV 


Now the exclusive NBC outlet for 


Idaho Falls — Pocatello 


Full Power — 316,000 watts on 


Chauned § 


The Meeker Co. 


Robert Hix, Denver @ Day-Wellington, Seattle 


H. 8. Jacobsen, Portland 
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BOSTON 


3-Station Report 
(three-week ratings) 


TOP SYNDICATED FILMS 





Lock Up* (Ziv-UA) wHpnH-tv Sat. 10:30 4 
Playboy's Penthouse* (Official) wHupn-Tv 

Sat t}o) 7a ceces ° -20 
Blue Angels* (NBC) wnac-tv Thu. 7:30 ..15 
Case of the Dangerous Robin* (Ziy-UA) 

wWBz-TV Mon. 10:30 ........ cece sont 
Death Valley Days* (U. S. Borax) 

wez-tv Wed., Fri. 7 enese enscovenseune 
Quick Draw MeGraw (Screen Gems) 

WNAC-TV Mon. 6:30 on 1anteenee 12 
Sea Hunt (Ziy-UA) wupn-tv Tue. 7:30 ...12 
Jim Backus Show (NBC) wrz-tv Thu. 7 13 
Highway Patrol* (Ziv-UA) wrz-TVv 

Thu. 7:30 ocesesetcetesneus eeee 12 
The Brothers Brannagan (CBS) 

wnac-Tv Thu. 10:30 ....... eee eeee 12 
Rescue $8 (Screen Gems) wNac-tv Tue. 7 ..11 
State Trooper (MCA) wnac-tTv Thu. 7 ....11 
Whirlybirds (CBS) wwnac-tv Fri. 7 .. . 11 
Miami Undereover* (Ziv-UA) WIlDDH-TV 

Sat T ccccecccecseses scecesscesee ooh] 


TOP FEATURE FILMS 





Movie 4 wez-Tv Mon. 7-8:30 ......... 15 

Boston Movietime wez-tTv Mon. 5-6:30 .....12 

Boston Movietime wez-Tv Tue. 5-6:30 .....10 

Boston Movietime wez-tv Fri. 5-6:39 ...... 10 

Boston Movietime wez-tTv Thu. 5-6:30 ...... 9 
TOP NETWORK SHOWS 

Gunsmoke* WHDH-TV ......--eeeeeeeeeeee 40 

The Price Is Right/Joey Bishop wsez-Tv ....37 

Wagen Train WEE-TV 2... cccccccccccccces cS 

Victor Borge/Angel WHDH-TV 

I've Got a Secret/Victor Borge 

Perry Mason WHDH-TV 

The Real McCoys WNAC-TV .......-- 

Lawrence Welk WNAC-TV 

Miss America Pageant* wHupH 

Donna Reed WNAC-TV ......++- 





MINNEAPOLIS-ST. PAUL 
4-Station Report 
(three-week ratings) 
TOP SYNDICATED FILMS 





Death Valley Days* (U. S. Borax) 

woco-tv Sat. 9:30 ....... es 

Johnny Midnight* (MCA) wrecn-tv Fri. 9 
Huckleberry Hound (Screen Gems) 

mene-ty Ben. S2BO cccccccccecccece -14 
Lock Up* (Ziv-UA) kstp-tvy Wed. 9:30 ...12 
Case of the Dangerous Robin* (Ziv-UA) 
KsTP-Tv Mon., Wed. 2:30 eseeeewes 11 
Quick Draw McGraw (Screen Gems) 

wooo-Tv Wed. 3 ...ccccces 

M Squed (MCA) wtcn-tTv M-F 





Trackdown (CBS) KMspP-Tv Sun. 

Sea Hunt (Ziv-UA) wron-tv Tue. 9 ...... 9 

Divorce Court (Storer) weco-rv Wed. 6:30 . 9 

Phil Silvers (CBS) wren-Tv Mon. 9 ...... 8 

Pioneer Playhouse (Crosby/Brown) 

wooo.-Tv Tue. FT ...ccccccccee atencneeg: & 

Yogi Bear (Screen Gems) weco-tv Thu. 5 .. 8 

Two Faces West* (Screen Gems) 

wron-tv Fri. 6 . Seecceseecccessosese 8 

Our Miss Brooks* (CBS) K™MspP-Tv 

i Se state ceeutdeveteeseedeeeneeee 8 
TOP FEATURE FILMS 

Movie* wtcn-tTv Fri. 7:30-9 ccaenene 

Headlines Movie wTrcNn-Tv Sat 7:30- DO avesel¥ 

Command Presentation wcco-TVv 

Sun SD, wane ewes et 

Premiere WToN-Tv Thu. 7:30-9:30 . 13 

Movie* «msp-tTv Fri. 10:30-12:15 a.m. ...10 


TOP NETWORK SHOWS 


WOCO-TV ....... 
My Line weco-tTv 


Gunsmoke* 
What's 








Miss America Pageant* weco-Tv 35 
Candid Camera wWCCO-TV ......... 25 
The Real McCoys KMsP-TVY P = 24 
My Three Sons KMSP-TV ........ 24 
Have Gun, Will Travel* weco-Tv ; -23 
I've Got a Secret woco-tTv 


The Fiintstones KMSP-TV 
Wagon Train KSTP-TVv 





programming changes during four-week 


CHICAGO 
4-Station Report 
(three-week ratings) 


TOP SYNDICATED FILMS 

















1. Lock Up* (Ziy-UA) wneq Thu. 9:30 
2. Quick Draw McGraw* (Screen Gems) 
WGN-TV Thu. 6 Scuweece awe eteece 
3. Meet MeGraw* (ABC) wnse Wed. 9:30 
4. Huckleberry Hound (Screen Gems) 
WGN-TV Mon. 6 ..... esses (ieeusen 
4. San Francisco Beat (CBS) wen-tv Tue. 9 
4. Medie (NBC) won-tv Sat. 9 ........... 
5. Mike Hammer (MCA) wen-tv Wed. 8:30 
6. Dick Tracy (TV Personalities) woNn-tv 
Be ON 
6. Rescue 8 (Screen Gems) wGN-TV Mon 8:30 
6. Bishop Sheen (NTA) woGN-tTv Mon. 9:30 
6. Mr. Magoo (TV Personalities) woNn-TVv 
ee res aa O68 40nbO0-00 ee eee ee 
6. Best of the Post* (ITC) wan-trv Thu. 9 
6. Jim Backus Show* (NBC) wheM-tv 
OE eee Seececaee 
6. Polka Party (Alls tate) wGN-Tv Sat. 6:30 
5. The Brothers Brannsagan (CBS) 
ee Wc. SNAE 5. os 4:0:40500 4000600 
TOP FEATURE FILMS 
1. Best of CBS* wneM-ty 
Sat. 10:15-1:15 a.m. eo ccccccccces 
2. WGN Presents wGN-Tv Mon. 10:15-11:45 
2. Late Show wreMm-tv Fri. 10:15-12:15 a.m. 
2. Movie 5 wneq Sat. 10:15-12:15 a.m. ..... 
3. Late Show wreM-Tv Mon. 10:15-12 mid 
3. Movietime USA weke Fri. 10:15-11:45 
TOP NETWORK SHOWS 
1. Gunsmoke* WRBBEM-TV 
1. What’s My Line weBM-tTv 
2. Miss America Pageant* wBBM-TV .......... 
3. Have Gun, Will Trayel* wreM-Tv ......... 
4. The Untouchables wexks 
4. Candid Camera wsBBM-TV 
5. Twilight Zone wWBBM-TV 
6. Garry Moore* wrreM-tv 
6. I've Got a Seeret/Victor Borge wremM-tv 
6. My Three Sons wWBKB ..... oeneeseceesees 
G. Fe Meee See SI noc 5.000066 06800 
PITTSBURGH 
3-Station Report 
(three-week ratings) 
TOP SYNDICATED FILMS 
1. Popeye (King, UAA) wiic M-F 5 © 
2. Manhunt (Screen Gems) wrare Thu. 10:30 .. 
3. Seven League Boots* (Screen Gems) 
MOMA-OE FU, O28 ccdivescscccvsce 
4 Seience Fiction Theatre* (Zivy-UA) WTAE 
Sat. 5 .....2.-eeee eccrecece Senwoe<e 
5. Not a Hire* wiic Mon. 10:30 .... 
5. The Buccaneers* (Official) wrar Sat. 5:30 
6. Sea Hunt (Ziv-UA) KDKA-TVv Sat. 7 
7. Death Valley Days (U. S. Borax) 
KDKA-TV Mon. 7:30 cceseusecesecses 
7. American Civil War* (Trans tan) 
EDKA-TV Sun. 12 ........ Trerrrrr ery 
7. Best of the Post* (ITC) wic | ie 4 
8. Huckleberry Hound (Sereen Gems) 
KDKA-TV Mon. ae eeecccecee . 
8, Case of the dene us Robin. (Ziv-UA) 
KDKA-TV Tue. 7:30 ..... ee ° . 
9. The Third Man (NTA) wc 10:30 
10. Quick Draw McGraw (Screen Gems) 
KDKA-TV Tue. 6:30 ee ncccevescces 
10. Yogi Bear (Sereen Gems) KDKA-TV 
Sy, SE. wad cibnalnwmenidw hana wwe weaker 
10. Tallahassee 7000 (Screen Gems) witc 
Wek OC Nebtenesndesseeectcanedeawceconwe 
TOP FEATURE FILMS 
Feature* KDKA-Tv Sun. 3-5 ........csccee: 
2. Feature* wWTAp Sun. Lov ee ecccccccces 
3. Hollywood Best* KpKA-TV Thu. 7:30-196 
4. Movie* wTae Fri. 11:15-1 a.m. ....... eee 
4. Matinee* KDKA-TV Sat. 3-4:30 .......... ° 
TOP NETWORK SHOWS 
1. Gunsmoke* KDKA-TV ........ 
2. Groucho Marx* wiic see ° 
3. Have Gun, Will Travel* KDKA-TV 
4. What’s My Line KDKA-TV ............. 
5. I've Get a Secret* KDKA-TV ...... 
5. Sing Along with Mitch* wc 
6. Garry Moore* KDKA-Tv ............. 
©, WRU GU” SINR cccccccicncecccc 
6. Miss America Pageant* KDKA-TV ........ 
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CLEVELAND 
3-Station Report 
(three-week ratings) 


TOP SYNDICATED FILMS 




















Blue Angels* (NBC) waw-tv Sat. 10:20 ..26 
Ten 4* (Ziv-UA) Kyw-Tv Mon. 10:30 18 
Jim Backus Show* (NBC) wiw-tv 
Tue, 9:30 : ‘ 18 
The Third Man (NTA) wews Fri. 10:30 ...18 
Mike Hammer (MCA) wews Sun. 10:30 18 
Huckleberry Hound (Sereen Gems) 
KYW-TVY Mon. 7 . ° . 1 
Yogi Bear (Sereen Gems) kKyw-tv Thu. 7 ..16 
Suspicion* (MCA) wrws Thu. 9:30 oosekG 
Man And the Challenge* (Ziv-UA) 
wiw-Ty Sun. 2:30 .. eeece ° 15 
M Squad* (MCA) kKyw-tTv Mon. 8 ° seam 
San Francisco Beat* (CBS) wews 
, Te BOTS vowncedkoeces 
Death Valley Days (U. S. Borax) 
Kyw-tTv Wed. 7 .. . esocee ee | 
Quick Draw McGraw (Screen Gems) 
Kyw-Tv Fri. 7 ... cece ° a 1 
Tombstone Territory (Ziv-UA) Kyw-tTv 
TO D asbiwnctcksnsdehenaaun < oo0me 
Case of the Dangerous Robin* (Ziv-UA) 
Kyw-tTv Wed., Sat. 10:30 ne il 
Highway Patrol* (Ziv-UA) Kyw-Tv 
i. SEP kuaeces eo ceseece 11 
Honeymooners (CBS) wiaw-tv Sat. 7 .... 11 
TOP FEATURE FILMS 
Nite Movie* waw-tv Sat. 11:15 0 am 15 
Premier* KYw-Tv Sat. 6:30-8:30 eee 
Early Show Kyw-tTv Thu. 5-6:30 ..........11 
Nite Movie wsw-tv Fri. 11: 1 am. . -11 
Late Show kyw-Tv Sat. 11:15-2 a.m. ... 11 
TOP NETWORK SHOWS 
Gunsmoke/Miss America Pageant wrw-tv ...39 
The Real McCoys wews 38 
My Three Sons wews 36 
77 Sunset Strip wews 36 
Te NS Wd ccc cece ecccswend 32 
ee Sh ME caccescenesdecscun cooeed 
er ce GE: cactcccobadesosanewes 31 
Have Gun, Will Travel/Miss America 
Pe WWD cccccccccace 30 
Groucho Marx* KYW-TV ... eeeveeee 29 
Great Ghost Tales/Hazel KyW-TV ...... 28 
PORTLAND, ORE. 
3-Station Report 
(three-week ratings) 
TOP SYNDICATED FILMS 
Huckleberry Hound (Screen Gems) 
KGw-Tv Thu. 6:30 ... ee covcccea® 
Death Valley Days* (U. S. Borax) 
KOIN-TV Sat. 10:30 er ccccccccece 26 
Sea Hunt (Ziv-UA) Kew-tv Tue. 7 .. occend 
Yoxsi Bear (Screen Gems) KGW-TV Tue. 6:30 .22 
Trackdown* (CBS) KGw-Tv Fri. 8 ........ 19 
Quick Draw McGraw (Screen Gems) 
Pe. es DIOP kivwocewdcdcdeccndwens 18 
Tracer (Bagnall) KGw-Tv Wed. 6:30 .......17 
Manhunt (Sereen Gems) KGW-Tv Thu. 7 17 
You Asked for It (Crosby/Brown) 
KPTV Sun. 6 evesecccesoeces ese 17 
Tightrope (Screen Gome? KOIN-TV Wed -16 
Jim Backus Show (NBC) KoIN-Tv Mon. 7 ..15 
Kingdom of the Sea (Medailion TV) 
KOIN-TV Fri. 7 15 
Highway Patrol 
Me: DED 60 6606scesncdecedecs 14 
Whirlybirds (CBS) KGew-tv Thu. 5:30 13 
Assignment Underwater (NTA) KOIN-TV 
a ee ee ee eee ee ° 13 
Blue Angels* (NBC) kKew-tv Fri. 7 . -13 
OP FEATURE FILMS 
Playhouse* KGw-Tv Sat. 11-12:30 a.m -11 
Theatre* KPTV Sat. BOT occvescses es 
Family Feature Kptv Fri. 6:30-7:30 7 
Matinee* KpTv Sat. 2-4 ° ° ee 7 
Sunday Matinee KGw-Tv Sun. 3:30-5 5 
TOP NETWORK SHOWS 
The Real McCoys KpTv 37 
Wagon Train KGW-TV i maser’ 31 
The Price Is Right/Joey Bishop KkGw-tTv 31 
Diy Die Bee BERG on cccccccccs 
Perry Mason KOIN-TV ........ R 
Have Gun, Will Trayel* KoIN-TV ..... 
Gunsmoke* KOIN-TV 
Groucho Marx* KGW-TV ....... 
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Don Curran (r.), director of advertising and promotion for ABC Radio 
owned-and-operated stations, was elected president of the Broadcasters Pro- 
motion Association at its recent New York meeting. He succeeds John Hurlbut 


(l.), promotion manager for WFBM-TV-AM Indianapolis. 


Spot (Continued from page 63) 


from Ted Bates this- past summer, hasn’t 
been reported on since the agency change, 
but is currently employing both network 
and supplementary spot in selected 
markets for STRI-DEX, with plans to 
continue. NOREEN hair rinse, quiet at 
present, will return to spot and network 
after the first of the year. Frank Delaney 
is the timebuyer. 


LIGGETT & MYERS TOBACCO 
co. 
(JWT, New York) 


Having set CHESTERFIELD schedules 
this past September, the agency reportedly 
was bolstering its spot efforts by dropping 
prime-time 20’s into selected markets. The 
new runs get under way at once and 
continue until year-end. Madeline Blount 
is the timebuyer. 


LING-TEMCO ELECTRONICS, 
INC. 

(Maxwell Sackheim-Franklin Bruck, 
Inc., N.Y.) 


Although plans are not yet definite, this 
company reportedly will embark on what 
is believed to be its first television 
campaign during the first quarter of 62. 
Films are currently in production for the 
firm’s automatic dishwasher. Barbara 
Kumble is the timebuying contact. 


MeCULLOCH CORP. 
(Fuller & Smith & Ross, Inc., L.A.) 


Reports that this company is readying new 
films for its chain saws lead to speculation 
that a repeat of its annual spot effort in 
selected lumber and farming areas in the 
northwest and elsewhere may be in the 
works. Past drives have been both 
agency-placed and scheduled through local 
distributors who were supplied with the 
films. Media director Earl Timmons is 

the contact. 








Personals 


BERYL SEIDENBERG, formerly with 
Kastor Hilton Chesley Clifford & 
Atherton, Inc., as vice president and 
media supervisor, joined Smith/- 
Greenland Co. as media director. 
She replaced LEs TOWNE, who moved 
into account services. 

MARY MEAHAN, formerly with C. J. 
LaRoche, joined Lynn Baker, Inc., 
as timebuyer on International Latex, 
Quaker Oats and others. 

MAURICE BOWERS has joined Ful- 
ler, Smith & Ross, Los Angeles, as 
media manager, replacing Al Iftiger 
who was called to active duty in the 
Air Force. Mr. Bowers was pre- 
viously with EW, R & R. 

BETTY KORNACKER, formerly traffic 
manager, has been named media di- 
rector of Irving J. Rosenbloom & 
Assoc., Chicago. 

BUD PFAFF and ADAM SHIREY, from 
the estimating department of Reach, 
McClinton & Co., have taken over 
as buyers on Isodine and on Playtex 
bras and family products respec- 
tively at the agency, with account 
executive Henry Nachman also serv- 
ing as media supervisor on the Iso- 
dine-International Latex business. 

PAUL FITZGERALD, formerly with 
Dancer - Fitzgerald- Sample, Inc., 
moved to L. C. Gumbinner Adv. 
Agency as a buyer on Browne-Vint- 
ners and others. Previously on L&M 
cigarettes at D-F-S, Mr. Fitzgerald 
replaced AL SESSIONS, who joined 


Wermen & Schorr, Philadelphia. 





MELVILLE SHOE CORP. 
(Doyle Dane Bernbach, Inc., N.Y.) 


Not reported here for better than a 
year-and-a-half, THOM McAN shoes has 
been using dance-party programs in New 
York, Los Angeles and San Francisco for 
some time. A recent rushed one-minute 
tape commercial featuring Chubby 
Checker, singing creator of the “twist” 
dance, has been slotted into the shows 

to capitalize on the dance craze. Charlotte 
Corbett is the timebuyer. 


NORTH AMERICAN PHILLIPS 
CO., INC. 


(C. J. LaRoche & Co., Inc., N.Y.) 


To follow its pre-Christmas saturation of 
countless markets, NORELCO was reported 
readying a two-day campaign in top areas 
for right after the holiday. Built on 

a “trade-in” theme, the drive will utilize 
minutes, 20’s and ID’s to sell those 
disappointed people who didn’t get a 
NORELCO shaver. Bob Caglero is the 


timebuyer. 


JOHN OSTER MFG. CO. 
(S. Jay Reiner Co., Mineola, N.Y.) 


Coming into television again this year as 
it has done annually for some time, this 
manufacturer of OSTERIZER blenders, 
knife sharpeners and other small 
appliances gets a pre-Christmas drive 
under way late this month in selected 
major markets. Minutes with dealer tags 
are employed. Director of station 
relations Stanley Leipzig is the contact. 
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represented nationally by THE MEEKER CO., INC. 
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Station Network Representative 






November 27, 1961, Television Age 65 

















1020’ 





above 





average 
terrain 


the 
extra 
377' 
and 
new 


maximum | 


power 
transmitter 
means 

3217 
square 
miles 

















added 
with 
more 
TV 
homes 
than 
ever 
before: 








NEW 


TALLER 


woc 


TV 
TOWER 


SERVING 
THE QUINT CITIES 


DAVENPORT 
BETTENDORF ‘OWA 


ROCK ISLAND 
MOLINE mu, 
EAST MOUNE 


= 


“ , — 
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D. D. Palmer, President 
Raymond E. Guth, General Manager 
Pax Shaffer, Sales Manager 


Exclusive National Representatives 
Peters, Griffin, Woodward, Inc. 
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Rep Report 


George Pious was named an 


account executive in the New 
York office of CBS Television 
Stations National Sales, trans- 
ferring from the representa- 
tive’s Chicago staff. Before join- 
ing CBS in 1959, he was with 
wcAu-Tv Philadelphia. 

James Conley was named vice 
president and general sales man- 
ager of ABC-TV National Sta- 
tion Sales, replacing Edwin T. 
Jameson, resigned. Mr. Conley 
was previously general sales 
manager for WCAU-TV Philadel- 
phia. His prior experience in- 
cluded terms as an account ex- 
ecutive for CBS-TV Spot Sales 
and with WIsH-TV Indianapolis 
and the Bolling Co. 

The 30th edition of “Spot Tv 
Advertising Cost Summary” has 
been released by the Katz Agen- 
cy, Inc. Listing market-by-mar- 
ket rates for night half-hours 
and 20's, daytime minutes and 
20’s and late night minutes, the 
summary provides simple for- 
mulas for estimating costs in as 
many as 228 markets. 











PRINCE MATCHABELLI, INC. 
Div. Chesebrough-Pond’s, Inc. 
(JWT, New York) 

As noted here last Aug. 7, this perfume 
firm returns early next month to spot in 
less than 10 selected markets, with strong 
frequencies of prime-time ID’s running 
for three weeks in a pre-Christmas 
campaign. Martha Thoman is the 
timebuyer. 


PROCTER & GAMBLE CO. 
(Grey Adv., Inc., N.Y.) 


of nighttime minutes under way in a 
great many markets across the country 
for IVORY LIQUID. The schedules 

Late this month P&G got new placements 
continue for a year’s run. Activity noted 
here throughout October for DOWNY 
fabric softener was also continuing at 
press time, with filmed minutes also set 
for 52 weeks. Joel Segall is the Ivory 
contact; Dot Houghey is on Downy. 


SCHICK, INC. 
(Norman, Craig & Kummel, Inc., 


N.Y.) 


Intensifying some of the placements noted 
here Oct. 30, SCHICK hits a large 
number of top markets early next month 
with three-week pre-Christmas schedules 
of 20’s in peak times. Jacques Van Sluys 
Maes, assisted by Morty Weinstein, is 

the contact. 





STANDARD BRANDS, INC. 
(Ted Bates & Co., Inc., N.Y.) 
New films recently completed on SIESTA 
coffee, the brand introduced several years 
ago by this firm, led to a check of the 
product's current status. Word is that it 
has been highly successful in the markets 
where it gained distribution, and that 

the list is being expanded for 1962. Bob 
Dekker is the timebuyer. 


STRIETMANN BISCUIT CO. 
(Ralph H. Jones Co., Cincinnati) 


This cookie company, employing half-hours 
in a large number of midwest marksts, 

is lining up a new buy for an 
early-January start. The placements 

will run through the first half of the 

year. Lyle Allen is the contact. 


TOASEAL, INC. 

(Product Services, Inc., N.Y.) 

For a new appliance, the TOASEAL 990 
electronic cooker, this agency was 
preparing plans at press time for spot 
schedules in selected test markets where 
distribution is set. Further word on exact 
placements will appear here shortly. 
Account supervisor Harold Tuers and 
timebuyer Ben Pettick are the contacts. 


WARNER-LAMBERT 
PHARMACEUTICAL CO. 
(Ted Bates & Co., Inc., N.Y.) 


For a new cold remedy, COMPLEX C, 
this firm was reported lining up a 
handful of markets for initial runs of 
filmed minutes. The schedules get under 
way early next month for 13 weeks. 
Continuing activity on ANAHIST was 
under way at press time. Chet Slaybaugh 
is the timebuyer. 








Buyers’ Check List 
Station Changes 


KYTV Springfield, Mo. began op- 
erations from its new 1,609-foot 
tower at full power, effective Nov. 7. 

KMID-Ttv Midland, Tex., changed 
facilities to 1051.8 feet above average 
terrain, 1131.46 feet above ground, 
4043.54 feet above sea level. 

WLBW-TV Miami has replaced wrest 
as a primary affiliate of ABC-TV, 
effective Nov. 20. 

wMtv Madison, Wis., switched 
from channel 33 to channel 15 and 
is now operating from its 1106 foot 
tower above ground and 1200 feet 
above average terrain. 


New Representative 


KTVE Monroe, La.-El Dorado, Ark., 
appointed Venard, Rintoul & Mc- 
Connell, Inc., as its national sales 


representatives, effective immedi- 
ately. 

Rate Increases 
ABC: 


KODE-TV Joplin, Mo., (secondary 
affiliate) from $325 to $350, effective 
Nov. 15. 

KTTs-Tv Springfield, Mo., (second- 
ary afhliate) from $350 to $375, ef- 
fective Nov. 15. 

WTOK-TV Meridian, Miss., (second- 
ary affiliate) from $375 to $425, ef- 
fective Nov. 1. 
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News (Continued from page 28) 
ginia’s state of readiness, the attitude 
of the people and the growing in- 
tensity (and eventual diminution) of 
Esther.” 

Further north, other stations were 
also in a state of readiness as Esther 
swept along the coast. WBZ-TV Bos- 
ton stayed on the air all night with 
weather and news bulletins. 

Hurricanes and tornadoes were, of 
course, only among the most dramatic 
of the “hard” news category. But all 
across the nation, tv cameramen were 
covering scores of other natural ca- 
tastrophes. 

When a disastrous flash flood hit 
Charleston, W. Va., on July 19, kill- 
ing 22 people, the WsAz-TV news staff 
of four, plus two engineers who 
grabbed cameras, worked throughout 
the night, often in rowboats. KOTI-TV 
Klamath Falls, Ore., was doing simi- 
lar coverage of a cloudburst a few 
weeks later. 


Other Headlines 


Fires and explosions and _ traffic 
crashes also made tv headlines. In 
Spokane, Wash., two newsmen from 
KXLY-Tv raced 70 miles to cover the 
explosion of a carnival concession 
butane tank in Odessa. WLOs-TV Ashe- 
ville, N. C., had its best scoop on the 
collapse of a massive construction 
wall which buried three workers un- 
der 20 tons of dirt. A WLOS-TV news- 
man happened to be passing the site 
and got exclusive SOF footage of the 
first rescuers arriving on the scene. 

KHAS-TV in Hastings, Neb., shot 
over 1,400 feet of film, mostly sound- 
on, covering the fire that destroyed 
the downtown section of Red Cloud, 
Neb. The spectacular explosion of a 
tanker in Morehead City Port Termi- 
nal brought newsmen 80 miles from 
wncT Greenville, N. C. 

In El Paso KROD-Tv scored one of 
the most sensational coverage feats of 
the year with its shots of the recap- 
ture of the hijacked Continental 707 
jet-liner. The KROD-TV mobile unit 
was on the scene in less than an hour, 
with live feeds going out to CBS-TV 
network. Cameras caught the escape 
of the hostages, entry of FBI agents 
into the plane, and surrender. The 


station shipped newsreel film to its 
sister operations, KOSA-TV Odessa and 
Kvit Amarillo, as well as to eight 
other tv news departments. 

So successful was the KROD-TV cov- 
erage that the station received an un- 
usual compliment when defense law- 
yers for the hijackers asked for a 
change of venue because “. . 
one in town saw it on tv.” 


. every- 


Another airplane crash, that of a 
DC-8 United Airlines jet, brought 
credit on tv stations in the area, par- 
ticularly KMtv Omaha. Two KMTV 
reporters were immediately flown to 
the scene in the May Broadcasting 
Co. plane. On arrival they received 
actual crash scene film from KLz-Tv, 
which had cooperated before on an 
exchange basis (Stapleton Field had 
been closed off for investigation of 
the crash scene). With some ingenu- 
ity, the KMTV reporters gave their 
story a real angle by checking on the 
availability of fire equipment at the 
Omaha airport, where conditions 
proved much the same as at Staple- 
ton. “Public reaction strengthened 
Omaha airport fire-fighting equip- 
ment,” writes Owen Saddler, execu- 
tive vice president of KMTV. 


Intense Competition 


Competition among stations in the 
same market covering the same story 
was especially intense in some areas, 
as stations began to realize the pres- 
tige value of better news coverage. 

In Detroit, CKLW-AM-Tv battled it 
out with wxyz-Tv for beats on the 
negotiations between the United Auto 
Workers and the auto makers. “The 
major coverage problem is being 
‘Johnny on the spot,’ ” writes Austin 
Grant, news director of CKLW-TV, “es- 
pecially when Reuther or the auto vps 
are ready to make a statement. The 
lack of a firm agenda caused us to 
break a few speed limits on the De- 
troit expressways and set a few rec- 
ords in processing and editing foot- 
age.” 

Wxyz-TV said it had countless in- 
quiries from workers and their wives, 
asking about the talks, a strike, or a 
back to work call. “That indicates,” 
says James D. Mulla, research direc- 
tor, “how much people rely on WXYz- 
TV for accurate information on a news 
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event so close to their daily lives.” 

wwJ-tv Detroit also covered the 
contract negotiations. According to 
Ian K. Harrower, program and pro- 
duction manager, “WWJ-TV is the 
only Detroit area television station 
supplying this type of coverage and 
consequently is recognized as the 
‘authority’ for television labor cov- 
erage.” 

Among the scandals that tv helped 
expose to full community censure can 
be cited the Newport, Ky., vice and 
gambling probe triggered by the 
alleged drugging of George Ratter- 
man, Campbell County sheriff can- 
didate who was later vindicated and 
elected. wWkRC-TV Cincinnati covered 
developments extensively. According 
to Nick Basso, news director of the 
station, “A combination of all events 
in the period dominated an average 
of one-third of all local news via 
sound and silent newsfilm and live 
reports.” 


Numbers Exposure 


For Kyw-Tv Cleveland, “the sin- 
gle most outstanding news event dur- 
ing the third quarter was a story 
developed by us exposing the opera- 
tion of the numbers racket in certain 
sections of Cleveland. Our staff 
worked months on finding numbers 
locations in town; determining how 
they operate; recording, secretly, an 
actual numbers draw; displaying 
various paraphernalia used in the 
racket Results—police invited 
KYW-TV along on several raids; a 
high-level police meeting was held 
to determine ways of enforcing new 
state laws on gambling, and for the 
time being, the numbers racket in 
Cleveland has been somewhat cur- 
tailed.” 

Illegal gambling also held the cen- 
ter of the stage at wPTv in Palm 
Beach, Florida. During August and 
September, the station filmed the 
story daily as a Grand Jury probed. 
Special coverage problems, accord- 
ing to Chester E. Pike, general 
manager, revolved around filming 
witnesses while protecting their iden- 
tity, and also the familiar courtroom 
difficulty of keeping viewers in- 
formed of the direction of the in- 
vestigation. (Thus far, indictments 


have been obtained for the sheriff, 
former sheriff, two police chiefs, and 
a prominent banker. The investiga- 
tion was still under way as of a 
month ago.) 

Another scandal thoroughly cov- 
ered by tv was the infamous “Sum- 
merdale Story,” in Chicago, where 
eight policemen were accused of co- 
operating with the so-called “singing 
burglar,” Richard Morrison. wen- 
TVs writers, Jack Harridge and 
Robert Henley, working with film 
editor Edward Sullivan, condensed 
thousands of feet of film in the prep- 
aration of a documentary on the 
case. 


Police Brutality 


A police scandal also took the 
spotlight in Seattle, where reports of 
police brutality led to the appoint- 
ment by the mayor of a citizen’s 
committee to investigate. At the same 
time, a State Legislature Interim 
Committee on Governmental Coop- 
eration convened hearings on the 
general subject. Both KING-TV and 
KOMO-TV Seattle turned in compre- 
hensive reports on the investigation. 

According to Dave Crockett, man- 
ager of programming for KOMO-TV, 
“We feel the story warranted more 
than routine attention because the 
complaints generated a great deal of 
suspicion and rumor, tending to un- 
dermine public confidence in law 
enforcement. The legislative hearings 
and Patrolman’ Ehli’s acquittal 
(Ehli had been accused of assault) 
helped to clear the air considerably, 
and the publicity doubtless tended to 
law-enforcement men’s 


handle 


diminish 
temptation to improperly 
prisoners in their custody.” 

Lee Schulman, director of pro- 
gramming for KING-TV, noted that 
the entire police force had been re- 
educated in arrest procedures as a 
result of the inquiry and tv cov- 
erage. 

Still in the line of “hard news,” 
desegration of schools and integra- 
tion were the main topics for a num- 
ber of southern tv stations. 

WMAR-TV Baltimore’s chief cover- 
age was given to the Department of 
State’s efforts to desegregate Route 
40 in Maryland. The station used 
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How to succeed in business by really trying! 


Frankly we knock ourselves out daily to rate rave reviews like these. There is no 
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VIDEO 
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QUALITY 


ey = SCOTCH BRAND LIVE-ACTION 
VIDEO PICTURES, SIMPLIFIES 





"LIVE" LOOK! Extraordinary vis- 
ual presence of "SCOTCH" Video 
Tape, in black and white or color, 
gives new dimension to product 
sales appeal, believability. Tape 
assures complete compatibility 
of picture source and picture 
(both electronic), prevents jitter, 
achieves greatly expanded gray 
scale from absolute black to pure 
white. Result —-commercialis of 
unsurpassed quality. 


AND TAPE GIVES THESE ADDED ADVANTAGES! 
Immediate playback of commercials created on 
“‘ScoTcH” BRAND Video Tape is today’s best in- 
surance against fluffs—provides many other pro- 
duction advantages. In a matter of seconds, the 
producer, director, performers all know exactly the 
result of the latest take. They can immediately 
determine if the scene should stand or how precisely 
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INSTANTANEOUS SPECIAL EFFECTS! 
Wipes, dissolves, fades...pixies 
and giants...split-screen and 
dream sequences——you name it! You 
can matte person or product into 
different scenes, combine sever- 
al images of the same person, 
photos, drawings, titles, car- 
toons, movies with live or tape. 
No waiting for the lab-——"SCOTCH" 
Video Tape performs with ease and 
economy, instantly! 





to improve it. Work schedules are uninterrupted, 
permit efficient scheduling of sets, talent, crews. 
Clients can see and approve new commercials on 
the spot, when enthusiasm is high. And, the many 
time- and money-saving advantages of video tape 
are yours, whether commercials are black and white 
or color. Either can be recorded on any roll of 
*“Scotcnu”’ Live-Action Video Tape. 
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EDITING'S EASIER! Multiple cam- 
eras permit on-the-spot video 
tape editing. Direct-—cutting and 
splicing methods have improved. 
Now, out-—of—sequence shooting, 
followed by tight electronic 
editing, has become routine. And 
you can mix tape, film, live, etc. 
Difficult shots can be re-used. 
Commercials can be lengthened, 
shortened, modified...quickly and 
economically! 


GET THE FULL TAPE STORY! 


Send your next storyboard to 
your nearby video tape pro- 
ducer for analysis—and a bid 
that will surprise you! For a 
free copy of the new brochure, 
“Techniques of Editing Video 
Tape,” write Magnetic Prod- 
ucts Division, Minnesota Min- 
ing and Manufacturing Com- 
pany, Dept. MCL-111, St. Paul, 
6, Minn. 





TAPE COVERS...NET OR SPOT! Taped 
commercials can reach over 90% of 
any product's market. Complete 
tape facilities of each major 
network can deliver your message 
to 150-200 affiliated stations. 
Spot coverage is available coast- 
to-coast, in all major cities, 
and the number of markets reached 
by VTR-equipped stations con- 
tinues to grow. At press time, 
the total was 127. 


VIDEO TAPE MAKES TODAY’S BEST-SELLING 
PRODUCTION, COVERS THE COUNTRY! 





© 1961 3M Co, 


Magnetic Products Division am 


“SCOTCH” and the Plaid Design are reg. TM's of Minnesota Mining & Manufacturing Co., St. Paul 6, Minnesota. 
Export: 99 Park Avenue, New York, N.Y. In Canada: London, Ontario 
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numerous news segments, discus- 
sions, and finally had Ambassador 
Angier Biddle Duke and his second- 
in-command, Pedro Sanjuan, in for 
a half-hour televised conference on 
the subject. 

In Atlanta, Ga., both wLw-a and 
WSB-TV reported broad coverage of 
the desegregation of the Atlanta pub- 
lic schools. “The entry of nine Negro 
children into four previously all- 
white schools was the climax of a 
says Marcus Bart- 


of WSB-TV. 


? 


social revolution,’ 
lett, 
“Our coverage refuted two popular 


general manager 
misconceptions: (1) that the pres- 
ence of tv cameras at the schools 
would invite trouble; (2) that news- 
men are eager to report bad news, re- 
luctant to report good. 

“There was no violence.” 

The key to the peaceful desegre- 
gation, according to Mr. Bartlett, 
was “community preparation.” WSB- 
Tv had aired six half-hour documen- 
taries on desegregation over a 
two-year period, one of which, De- 
segregation: New Orleans, won the 
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1961 Radio-Television News Direc- 
tors Association Award for editorial- 
izing. 

Neal Van Ells, program director 
of wLw-a, which devoted a full five 
hours to the desegregation, sums up 
the results of the action and cover- 
age: “The final effect of this story 
will be continued expansion of an 
already booming city plus a mortal 
blow to bigotry.” 

In New Orleans, WWL-TV experi- 
enced what so many stations experi- 
ence in their efforts to be on top of 
a potential story. Although the sta- 
tion had three two-way radio units in 
newscars, plus other units stationed 
at six schools throughout the city, 
the anticipated trouble at the schools 
did not—happily—occur. 

“I don’t know what effect our 
coverage had on the community . . . 
little, I should imagine,” says news 
director Bill Reed. “The community 
had a whole year to think over the 
bad situation last year during the 


” 


initial integration . . .’ 


Military News 


Another area of hard 


porting was the increasing percent- 


news re- 


age of station time given to mili- 
tary maneuvers and _ preparations. 
Some of the military returns con- 
cerned Air Force aviation disasters. 
Both Kwtv and wky-Tv in Okla- 
homa City found their high point 
in hard news in the crash of a U.S. 
Air Force F-100 jet in a residential 
area of the city. WKY-TV, using car, 
helicopter and remote units, broad- 
cast live from the scene. 


Another Air Force crash, that of a 
B-52 shot down accidentally by a 
Sidewinder missile from a National 
Guard F-100, provided KoB-Tv with 
its scoop of the quarter. 

Calling of the national guard in 
Wisconsin (32nd Division) to active 
duty was the big story for WTMJ-TV 
Milwaukee. The station showed what 
the new recruits could expect at 
Camp Lewis, Wash., where they 
would train, and included SOF inter- 
views with various commandants. 
The material was later assembled in 
a half-hour special report. 


Call-up of the 49th Armored Di- 





Odin S. Ramsland has been pro- 
moted to vice president of KDAL, Inc., 
an affiliate of WGN, Inc., broadcast 
division of the Tribune Co., serving 
the Duluth-Superior market. He will 
continue as general manager. A 1936 
graduate of the University of Minne- 
sota law school, he has been with 
KDAL radio and television since 1937. 





vision was the subject of similar 
coverage by Kxul-Tv Ardmore-Sher- 
man-Denison, Okla.-Texas. 

Reactivation of Fort Polk in Lees- 
ville, La. was the most outstanding 
event for KALB-Tv Alexandria, La. 
The station’s coverage included inter- 
views with civic leaders regarding 
the effects of reopening the fort on 
economy and social life of the city 
and community. 

KPIX San Francisco, among the 
most news-minded stations in the na- 
tion, had its major public affairs pro- 
gram of the year fall in the third 
quarter. Steps to Survival, a Sunday 
afternoon series stressing the RAND 
Corp. view of nuclear war survival 
possibilities, was widely received. 

weEcT Wilmington, N.C., televised 
live the Civil Air Patrol Show Sept. 
24, 1961. The performance ended in 
tragedy as a C-123, with 15 men 
aboard including three WECT news- 
men, crashed, killing three men and 
critically injuring others. WECT cam- 
eras caught the entire sobering se- 
quence of take-off, crash, and the 
ensuing rescue operation. 

Another military maneuver, the 
Army-Air Force “Exercise 
Swiftstrike,” was the subject of a 


giant 


seven-minute daily telecast for two 
weeks by wsTw Florence, S.C. A 
staff of four covered over 100 miles 
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of “battleground.” 

Civil Defense was the subject of 
the hour for both woop-tv Grand 
Rapids, Mich., and wpau-Tv Scran- 
ton-Wilkes Barre, Pa. The Michigan 
station had requests for over 1500 
“survival kits,” and reports a spurt in 
the shelter program. WDAU-TV also 
notes “good phone and mail re- 


sponse.” 
Other News Feats 


Also in the line of hard news cov- 
erage were an evacuation of thou- 
sands of people along the Illinois 
River to escape harmful fumes of am- 
monia gas from a river barge (WTVH 
Peoria); the Cohasset forest fire 
northeast of Chico, Calif. (kvip Red- 
ding); the “Red Cap” forest fire in 
northeast Humboldt County (Kvio- 
tv Eureka), and the Hollywood Hills 
fire, which provided a subject for a 
news special, Danger: Inflammable, 
on KRCA Los Angeles. 

wpaF-TV Kansas City had its big- 
gest story and finest hour of the 
quarter covering the flash flood 
which struck the city. K.C.’s Mayor 
H. Roe Bartle publicly said, “I think 
wpaF-Tv did the best job of any 
news media during the flood crisis.” 

KINY-TV Juneau, Alaska, had its 
news scoop in recording the rescue 
of two men trapped at the bottom of 
a crevasse on Mendenhall Glacier, 14 
miles from Juneau. Covering the 
scene by helicopter, the station re- 
corded the 
(alive but nearly frozen), processed 
the film, telecast it and shipped it 
to CBS News for the next night’s 


national coverage. 


removal of the men 


Violence also claimed its share of 
tv news in the quarter, WTRF-TV 
Wheeling focussed on a supermarket 
robbery and manhunt, capture of the 
suspect, return from Texas of an 
accomplice and search for evidence 
discarded in flight. The action took 
place over a month and resulted in 
an hour-and-a-half of airtime. 

KODE-TV Joplin, gave 30 minutes 
plus many follow-up reports to a 
tragic story of the rape of a 13-year- 
old girl. Nearly $5,000 was con- 
tributed to defray hospital expenses 


of the victim. 

The capture of a murderer-rapist, 
and newsfilm of his attempted escape, 
was the subject of six minutes of 
KOOL-TV Phoenix airtime. KTAR-TV in 
the same city trained its cameras on 
a fire which gutted one of the main 
buildings on the campus of Phoenix 
Union High School. 

Perhaps the most dramatic of all 
the hard news stories covered by tv 
stations during the quarter was the 
manhunt followed by WkKow-TV 
Madison, Wis., in the Wisconsin 
Dells area. According to Tony Moe, 
executive vice president, the gigantic 
manhunt was the biggest story of 
the year for the entire state. 

Nearly 50 newsmen from 11 daily 
papers, nine tv stations, four radio 
stations, and two major wire serv- 
ices followed the posse for most of 
a week. Some 400 law officers, na- 
tional guardsmen and deputized vol- 
unteers from 19 counties joined in 
the search for three Chicago-area 
hoodlums who shot a Sauk County 
Deputy Sheriff to death and injured 
another officer, fled and crashed and 
went into hiding in the area of Lyn- 
don Station. 

WKOW-TVs newsmen, who stuck 
with the manhunt throughout its 
course, scored important SOF first 
interviews with eyewitnesses, and 
had recourse to many tricks of the 
reporting trade in running film 
through the roadblocks. Reporters 
covering: news director Blake Kel- 
logg, Sid Oviatt, Jerry Laehn, Pete 
Mortenson, and Stan Spiro. News 
editor Ed Menkhaus acted as editor 
and anchor man at the studio. 


Negative Reactions 


Among the returns to TELEVISION 
AGE’S quarterly questionnaire, on 
which this article is based, there was 
a handful who replied in the negative 
as to whether anything oustanding 
had happened in the news of their 
communities. In the case of these 
stations, perhaps fate did not set a 
manhunt loose in the area, or a hur- 
ricane, flood or other “hard news” 
type of disaster. But the experience 
of many other tv stations reporting 
in the survey proves that the tv sta- 





facts you 


should know 


about 





WTVY 


DOTHAN 


TOWER: 





|WTVY’s new tower is the tallest 


in Alabama .. . it stands 1209 
feet above the ground; 1549 feet 
above sea level. 


Operating on Channel 4 with 
100,000 watts WTVY serves ap- 
proximately 200,000 television 
homes. 


COVERAGE: 


In WTVY’s coverage area there 
is a population of 1,062,100 with 
261,700 total homes in the area. 
|Our signal covers 48 counties— 
|25 in Georgia, 13 in Alabama 
and 10 in Florida. Retail sales in 
1959 for WTVY viewers totaled 
$824,295,000. 


SCHEDULE: 


WTVY carries the best of CBS 
_and ABC programming, plus 
/many popular local features. 


WTVY 


Dothan, Alabama 


| Call THE MEEKER CO., National Reps; 
CLARKE BROWN, Southern Rep; or F. E. 
BUSBY at SY 2-3195. 


| 
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tion alert to community needs has 
an endless range of subjects suitable 
for public affairs and documenta- 
tional coverage. 

w-TEN Albany, N.Y., pre-empted 
half an hour of Jack Paar to present 
coverage of an open hearing held 
by the State Commission for the Re- 
habilitation of Albany. 

In Burlington, Vt., wcax-Tv dol- 
lied in on the seventh and eighth 
Conferences on Science and World 
Affairs at Stowe, Vt. “Before the 
conferences began, local newspapers 
had attacked it as a forum for Red 
propaganda,” writes news director 
John A. Sullivan. “Partly because of 
our straight treatment of it, attention 
was drawn to the fact that scientists 
and others directly connected to the 
Kennedy Administration were partic- 
ipating, and to the fact that some 
actual advances were achieved . . .” 

Across the nation, in Portland, 
Ore., KGW-TV turned its cameras for 
five-and-one-half consecutive hours 
on a municipal hearing into whether 
a group called “Freedom Center, 
Inc.,” (formerly Freedom Crusade) 





STORY 
BOARD 


WTRF-TV 





NOW WE KNOW! Alcohol, 
they say, was first distilled 
in Arabia. That's probably 
why we've heard so much 
about those nights! 
Wheeling witrf-tv 

RIDER'S DIGEST! Fashions inspire more men 
to show gallantry. Since gals have been 
wearing short skirts, men are letting them 
get on the bus first! 


"Seven sells!” 


wtrf-tv Wheeling 
1F YOUR WIFE wants to drive, don't stand 
in her way! 


Wheeling wirf-tv 
TESTING! A fellow walked into the assayer's 
office in a small mining town and plopped 
down two big chunks of gold in front of the 
startled clerk. ‘Well, don't just stand 
there" he said, “assay something!" 


wtrf-tv Wheeling 
MONEY FUNNY? What is fifty female pigs 
and fifty male deers? It adds up . . . one 
hundred sows-and-bucks! 

Wheeling wirf-tv 
PRISON TALK! "No wonder he's so popular, 
he's the lifer of the party!" 

wtrf-tv Wheeling 
NO JUSTICE in this world or occasionally 
people would be permitted to fly over 
pigeons! 

eeli 


Wheeling wirf-tv 
VP BOB FERGUSON says that the only for- 
eign entanglement that intrigues him is a 
plate of spaghetti! 


wtrf-tv beam me I 

SELL THE RICH Wheeling-Steubenville Indus- 
trial Ohio Valley from Wheeling. WTRF-TV 
does a selling job for 7,500 retail outlets 
ringing up 1% billion dollars in retail sales 
annually. Getting your share of the Wheeling 
Market? George P. Hollingbery will arrange 
it! 


CHANNEL | 


WHEELING, 


SEVEN WEST VIRGINIA 
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should be granted a charter to solicit 
funds. According to Tom Dargan, 
program director for KGW-Tv, the 
group, which maintained it was a 
non-profit Christian anti-communist 
educational group, was denied its 
petition. The station was “flooded 
with approving response.” 

Also in Portland, wean-tv elec- 
tronically enlightened its citizens on 
the controversy surrounding the 
State Public Utilities Commission’s 
condemnation of public boat land- 
ings on heavily-populated islands in 
Casco Bay. The action, growing out 
of a dispute about financing wharf 
repairs, had stranded thousands of 
people and cut off school children. 
The State finally took over the land- 
ing facilities. 


Lengthy Campaign 


In Rock Island, Ill, wHBr-tTv con- 
siders its most important news story 
to have been a two-month-long cov- 
erage of a local automobile safety 
seat-belt campaign. The Safety Coun- 
cil singled out WHBF-TV for special 
praise, stating that its coverage, as 
much as any other factor, contrib- 
uted to the success of the campaign 


—which sold about 8,000 safety 
belts. 
wBRCc-Tv, Birmingham,  Alaa., 


turned its viewers’ attention to the 
campaign to get Alabama’s high tax 
on aviation fuel lowered or repealed. 
The station editorialized at the con- 
clusion of its main discussion pro- 
gram on the subject, taking a stand 
against the tax. 

KTLA Los Angeles viewed its major 
story as the station’s coverage of cir- 
cumstances surrounding the death of 
a child by poison. Parents charged 
that police had refused or failed to 
help find a hospital. 

WSUN-AM-TV, St. Petersburg-Tampa 
built many minutes on the possibility 
that NASA would construct a space 
laboratory in the area, citing the 
advantages of the market. The bid 
ultimately went to Houston, Tex.— 
but the station had performed a use- 
ful service. 

1905 


Blue laws, particularly a 


Sunday closing law, drew the prime 
attention of stations in the South 
Bend, Ind. area. WSJV-TV, WSBT-TV, 








James Blair, formerly host of wwJ- 
Tv’s “House Detective”, has been ap- 
pointed to the Detroit station’s sales 
staff. He began his 
career 18 years ago as a singer on 
radio and switched to television in 
1948 when he created, directed and 
produced programs for stations in 
Baltimore, Washington and Phila- 
delphia. Before joining wwJ-tv, he 
was a broadcast account executive 
for N. W. Ayer & Son, television di- 
rector for Lamb and Keen Adver- 
tising in Philadelphia and sales man- 
ager for Teleprompter. 


broadcasting 





and WwNDU-Tv—all crossed camera 
angles on the many tricky aspects of 
the problem, helping viewers realize 
the economic interests of the two 
factions. 

Blueprint-Rapid Transit, an out- 
standing prime-time documentary on 
Atlanta’s transit revitalization plan, 
took the limelight in news at WAGa- 
TV in that market. 

Ambition was also shown by 
wJxT Jacksonville, Fla., which sent 
two of its news and public affairs 
staff on a tour of Germany with 25 
U.S. mayors. 


Pool Coverage 


wtvt Tampa, Fla., had the dis- 
tinction of having its hefty mobile 
unit hoisted aboard the carrier USS 
Randolph. CBS leased the vehicle for 
pool coverage of the recovery of 
astronaut Gus Grissom. Eight wWTvT 
staff members worked with two CBS 
staffers in the coverage. Joe Laugh- 
lin, news director of the station, 
noted that the remote crew had less 
than 24 hours notice that they were 
leaving for a week at sea. 

Another Florida station, WLOF-TV 

















“Me look 
worried, 
= Mrs. Grymezyk?’ 







ADITOMDAS 
AIIAVAM 





“Well, if I do it’s because I am worried. 


“You see I run the promotion that puts across th 
basic impression of our medium to advertisers. 
It does, too — gets us business. 


“But that’s just the basic impression. We've go 
at least nine other reasons why advertisers 

} should go along with us. Sure, our salesmen 

| may have mentioned them all at various times 
but how much will buyers remember 

when they’re ready to buy? 


























“T’ve got the awful feeling that advertisers 
all over are buying our competition for some 

of these other reasons when we actually have 
better values to offer on the same points. I can’ 
put all of them in our impression promotion — 
how am I gonna’ tell them? See what I mean?” 









“I’m not sure I do, Mr. Jones. But I do know 
this—I clean two agency offices in this building 
and very often when those men are working 
late, they’re always looking things up 

in a book just like that.” 













“Oh, that! STANDARD Rate. Sure, we have 
an ad in there with our basic im----- 
HEY... wait a minute! ... 


“That’s it, Mrs. Grymczyk! That's the place to 
put all our good points. Every last one of them 
Why I can anchor my whole story here where a 
our prospects have to look before their schedule 
are frozen. Thanks a million, Mrs. Grymezyk.” 






With competent, strategically placed 
information in SRDS 


YOU ARE THERE 
Selling by helping people buy. 


EA NIRS MSMR 
S2ZDS Standard Rate & Data Service, Inc, 


the national authority serving the media-buying function 


C. Laury Botthof, President and Publisher @ @ | | aga 


5201 OLD ORCHARD ROAD, SKOKIE, ILL.—YORKTOWN 6-8500 
SALES OFFICES — SKOKIE. NEW YORK, ATLANTA, LOS ANGELES 











Orlando, did a prime-time half-hour 
on The Turnpike Story, a survey of 
a controversial highway plan. 

WJIM-TV, in civic-minded Lansing, 
Mich., highlighted the Michigan 
“Constitutional Convention” election 
of delegates and issues involved. On 
the same story, WILX-TV estimated 
90 manhours on the convention’s 
first week. The station plans a series 
of documentaries on the convention. 
wyrRT Flint, Mich., also found its 
major news interest in the Constitu- 
tional Convention. 

In the WATE-TV area, Knoxville, 
Tenn., top news story centered on 
“one of the most legally tangled 
criminal court trials in Tennessee’s 
history.” According to Hal Ernest, 
promotion manager for WATE-TV, the 
case concerned “six men who were 
accused of the ambush slaying of 
two deputies in Hancock County. 

“After a lengthy wrangle over 
in the 


area were either related to the vic- 


jury selection (most folks 


tims or the accused or had set opin- 
ions on the case) the trial started 





ONE 
SHOT 
TAKES 
ALL 







LANSING 
JACKSON 


BATTLE CREEK .. 

wa" Pop 

A solid play in Michigan's Golden Triangle 

stakes you to a lively market—Lansing, 

Jackson and Battle Creek! WILX-TV cracks 

all three with a city-grade signal and scores 
big in a lush outstate area. 
Represented by 


VENARD, RINTOUL & McCONNEL, INC. 
THE GOLDEN TRIANGLE STATION 


cic 
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and took two days. The judge found 
two men guilty . . . freed four. Then, 
spending an all-night session attempt- 
ing to determine punishment for the 
guilty two, the jurors reversed them- 
selves and told the judge they wanted 
to retract their verdict. The judge 
declared a mistrial. Now, two other 
judges have been called in to help 
untangle the legal wrangle, and point 
for a possible new trial. 

“Indications now are the Tennes- 
see Supreme Court will be asked to 
make a ruling in the very near 
future.” 

In conclusion, special praise is due 
all the stations which, lacking hard 
news or major issues of easily visual- 
ized importance, nevertheless found 
the means of informing their com- 
special problems of 
large concern. In this category may 
be cited WPBN-TV Traverse City, 
Mich., which informed property 
owners on a bill introduced in the 
Senate to form an 82,300 acre Sleep- 
ing Bear Dunes national recreational 
area—a vital addition to the na- 
tion’s parks. 


munities on 


Of even greater consideration was 
the KOIN-TV coverage in Portland, 
Ore. of the Oregon Congressional 
Delegation for conservation legisla- 
tion to protect the Oregon dunes sea- 
shore. The station editorialized in 
favor of the bill. 

In a future issue, TELEVISION AGE 
will cover additional reporting §sta- 
tions not included here due to pro- 
duction deadlines. The sheer volume 
of replies, most of them very detailed, 
is in itself adequate testimony to the 
growing importance of news to sta- 
tions throughout the nation. 








‘Use Christmas Seals 


Numbers (Continued from page 31) 


1960 profit ratio 


Cleveland 47.6% 
Boston 4A.6 
Johnstown-Altoona 40.8 
Buffalo 38.3 
Pittsburgh 38.1 
Kansas City 37.6 
Memphis 37.0 


It might be argued that the 15 
owned stations—taking in $29,900,- 
000 out of a total of $164,700,000 
that went to all stations for network 
time sales, along with one dollar out 
of every $4.50 invested in spot time 
—represent a major reason why the 
networks expend hundreds of thou- 
sands of dollars on programs and 
services. Indeed, NBC president Rob- 
ert W. Sarnoff in a statement to the 
FCC a few years ago, stressed the 
basic essentiality of owned stations 
to network operations: 


“The economic health of a net- 
work organization depends on profits 
from stations it owns and operates. 
Television networking is a business 
of great risks, heavy financial com- 
mitments and low profit margins. A 
television network undertakes the bur- 
den of furnishing a daily national 
program service of enormous cost, 
and maintaining its schedule on a 
continuing basis whether or not the 
programs are sold. A network is the 
in broadcasting 
which assumes this burden and the 


only organization 


tremendous financial commitment and 
risk inherent in it.” 


Downward Ratio 


To return to the economics of net- 
work operation, though, observe that 
the television industry as a whole 
spent 80 cents in 1960 to obtain one 
dollar in additional revenue. This fig- 
ure, higher than in the previous year, 
reflects the downward ratio of in- 
creased income to increased revenue, 
from 37.6 per cent in 1958-1959 to 
20.8 per cent in 1959-1960. So far 
as the 
were concerned, 


networks-and-owned-stations 
their ratio of in- 
creased pre-tax income to increased 
revenue diminished from 18.4 per 
cent, 58-59, to 11.3 per cent. Where, 
in 1959, it cost the networks and 
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New WDBJ-TV Studios, among the 
| largest and most modern in the entire South. 
Finest technical equipment — 316,000 
watts e. r. p. — CBS affiliate. 


WDBJ-TV Brings 
You the News 


wTH1 Terre Haute, Ind., has appointed Ben Falber, Jr., left, vice president 
and director of operations; Russ Arnold, right, vice president in charge of 
facilities; and George Foulkes, center, vice president in charge of sales, All 
three men were with WTHI when it first began broadcasting in 1948. Formerly, 
Mr. Falber was director of radio-tv operations, Mr. Arnold was chief engineer 
and director of facilities, and Mr. Foulkes was general sales manager. 





owned stations 82 cents to obtain one 
dollar of additional revenue, the com- 
parable 1960 figure was about 89 
cents. 

And, for the networks alone, net 
retention per dollar of increased reve- 
nue declined to the point where it 
cost the three services 97 cents in in- 
creased expense to obtain one dollar 
of increased revenue. 

Owned stations managed to get off 
most easily, with each 31 cents in- 
vested returning an additional dollar 
of revenue. For all stations except 
those owned by the networks, the 


ing for breath. 

Virtually compelled for competi- 
tive, political and economic reasons 
to invest in their own programming, 
the networks may justifiably resent 
agency and advertiser protests in re- 
gard to how and when they schedule 
their shows and how much they must 
charge for them. 

“Spiraling time and talent costs” 
for network programs was a chief 
topic of debate among advertising 
men gathered this month at the Asso- 
ciation of National Advertisers meet- 
ing in Hot Springs, Va. Too little no- 








Industry Profit Ratios, 1956-1960 

1956 1957 1958 1959 1960 
Networks 12.5% 8.3% 8.5% 7.3% 6.8% 
Network-owned 
stations 43.5 40.1 37.2 40.6 42.2 
Networks and 
owned stations 19.3 15.1 14.9 15.3 14.9 
Non-network- 
owned stations 22.9 18.8 18.5 22.9 23.7 
Total industry 21.1 17.0 16.7 19.1 19.2 








comparable figure was 64 cents. In 
the network view, despite the rela- 
tively favorable ratio of increased in- 
come to increased revenue for net- 
work-owned stations, their combina- 
tion with network operation itself re- 
sults in a high cost ratio for added 
business. But the risks must be taken 
because the intensive three-way com- 


petition precludes any contender paus- 








tice is taken by these people, imply 
the networks, of the various econo- 
mizing moves—such as CBS’ recent 
closing of its electronics division— 
which have to be made in order to 
try and improve the profit picture. 

The thorn in the paw of the net- 
works, obviously, is the easily-gained 
opinion that money solely from net- 
working is filling their coffers. For 


About Palmy 
Western Virginia! 


The prosperous Western 
Virginia market keeps making 
news with its rapid industrial 
growth. Blanket this market 
with WDBJ-TV, Roanoke, now 
reaching over 400,000 TV homes 
in Virginia, N. Carolina, W. 
Virginia — in counties with nearly 
2,000,000 population. For an 
ideal test market, you're right to 
use Roanoke and WDBJ-TV. 


New Building for fast-growing Poly- 


Scientific Corp. at Blacksburg, Va. Many 
new industrial plants boost prosperity of 
WDBJ-TV coverage areo. 





Ask Your PGW Colonel For Current Availabilities 


WDBJ-TV 


7 @ 


ROANOKE, VIRGINIA 
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LV. spot editor 


Sponsored by one of the leading film producers in television 



























Boy meets girl. Boy loses girl. Girl meets boy. Girl 
loses boy. Girl and boy meet again. 7-UP is the catalyst. 
Vignettes, made mostly on location, are gay and fresh 
in the manner of the 7-UP theme. Fitting companions 
for the old movie series. 

Produced by SARRA for THE SEVEN-UP 
COMPANY through J. WALTER THOMPSON 
COMPANY. 


Bkie- 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





“Butter! Real butter! Costs a little more, but it’s worth 
a lot more”. That’s the theme of this series of 60- 
second color spots for the American Dairy Assn. Seen 
on the Dinah Shore show, they appetizingly prove, 
through eye-tasting food photography, that the little 
difference is worth a lot more. 

Produced by SARRA for the AMERICAN DAIRY 
ASSN. through CAMPBELL-MITHUN, INC. 


gnkie 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Photographic magic dramatically demonstrates how 
an Autolite sparkplug “actually cleans itself while you 
drive”. Exciting “electronic” musical effects, by Ray- 
mond Scott, accent the action of Autolite products 
featured in this series of commercials. 

Produced by SARRA for AUTOLITE MOTOR- 
CRAFT DIVISION OF THE FORD MOTOR COM- 
PANY through BATTEN, BARTON, DURSTINE 
& OSBORN, INC. 


gine 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Have the underwater ballerina swim directly to the 
edge of the television set, add glamour shots with a 
water background, and you have the perfect way of 
saying “Jergens Moisture Cream”. This is one of a 
series of commercials for Andrew Jergens products. 
Produced by SARRA for THE ANDREW 
JERGENS CO. through CUNNINGHAM & WALSH, 


INC. 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Add cans to the long list of uses for Reynolds Aluminum. 
: This latest commercial, in a continuing series for 
i Reynolds, is in color. The beauty shots of the all- 
aluminum can and subsequent use of product, are 
ingredients that means sales. 

Produced by SARRA for the REYNOLDS METALS 
COMPANY through CLINTON E. FRANK, INC. 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Problem: Sell Bulova to the consumer. Sell the jeweler 
to the consumer. This series of Bulova Watch com- 
mercials does just that. Human interest scenes, strik- 
ing watch photography and jewelry store shots, all 
add up to the fact that “Bulova is the watch you can 
give with pride, wear with pride, because it is made 
with pride”, and obtainable at “America’s watch 
expert”, your jeweler. 

Produced by SARRA for BULOVA WATCH 
COMPANY, INC. through SULLIVAN, STAUFFER, 
COLWELL & BAYLES, INC. 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





ARRA=— 


NEW YORK: 200 EAST 56th STREET CHICAGO 16 EAST ONTARIO STREET 
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example, while true that the three 
networks’ “income” from the sale of 
“programs and sundries” exceeded 
that from the sale of time for the 
first time—the expense of preparing 
the sold programs exceeded their in- 
come by some $119 million, 

Another point: the three networks, 
excluding their owned stations, ac- 
count for 39 per cent of total indus- 
try revenue, but their share of pre- 
tax income is less than 14 per cent— 
and they bear 45 per cent of total 
industry expense. 

The networks as a group are not 
losing money, any more than every 
one of the country’s 535 commercial 
television stations is making a huge 
profit, but the economics of network- 
ing operations—involving a fixed 
amount of time that can be sold, 
along with higher program, selling, 
general and administrative costs— 
seem to preclude that aspect of broad- 
casting looking toward a much- 
brighter profits future. Little wonder 
the three services display mingled 
emotions of gratitude, affection and 
paternity toward their owned stations. 





Luxury Living! 
Sensible Location! 


vantageously se. NOW 
COMPLETELY AIR CONDITIONED 


World-Famous 
NEW WESTON BAR & 
ENGLISH DINING ROOM 
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Diary (Continued from page 33) 
“it’s easy to be accurate!” 

I hung up full of confidence and 
friendship for the ARB people, who 
seemed to take such an interest in me. 
It was with only faint dubiousness 
that I read the finely printed para- 
graph on the instruction page: “We 
hope you will find it fun to take part 
in the survey. Your efforts in keep- 
ing this diary accurately will help im- 
prove tv for everyone.” 

That night I laid out the diary, a 
newly sharpened pencil beside it, and 
prepared to watch television. It was 
a Sunday and nearing 8 p.m. Ed 
Sullivan had my favorite comedian 
as a guest. Reluctantly, I listed the 
show in the diary, resisting the temp- 
tation to write a note to the effect that 
this week was an exception and or- 
dinarily I wouldn’t consider tuning 
it in. 

Unknown Service 


As the week progressed I began to 
feel quite adept at remembering to 
fill in each new program when it was 
over, or, even harder, when family dis- 
agreement necessitated switching back 
and forth. One of the great unknown 
services ARB probably does for the 
networks is to encourage viewers to 
stick with one channel because of the 
inconvenience of filling in the diary 
all over again four times in an hour. 

Up until now I have avoided tell- 
ing the one most unnerving experi- 
ence'I had during my week of diary 
keeping. I tell it now not only to 
make a clean breast of it, but to warn 
all future diarists of the pitfalls that 
can befall them. 

It was on a night when there were 
none of my favorite weekly programs 
on, but one of those evenings when 
I had no energy for anything but 
television. Flipping the channel but- 
ton, I settled on a program distin- 
guished mainly by its being singled 
out for criticism of its banality and 
violence. Suddenly I remembered that 
I hadn’t entered it in the diary. I got 
up and began to write down the title, 
when it happened! Looking back on 
my diary entries, I saw that there was 
not one program which could be 
called uplifting, public spirited or 





Alden S. Nye, radio-tv director of 
McCann-Erickson in San Francisco 
for the past 16 years, has resigned 
to open his own firm, Nye Com- 
munications Enterprises, on 406 
Sutter St. in that city. In the new 
office, Mr. Nye and his wife, Dorothy, 
who has been a writer-producer-di- 
rector for KGo-tv San Francisco for 
10 years, will specialize in television, 
radio, film production and publica- 
tion writing. The firm, which will 
serve as broadcast advertising con- 
sultants, also plans to specialize in 
the use of tv and radio interna- 
tionally. 





cultural. 

What had happened to my feeling 
of responsibility? Was this leading to 
improved television programming? 
Depression engulfed me. It deepened 
as I recalled a part of my instruc- 
tions: “Please do not let the fact that 
you are keeping a diary influence 
your viewing.” 


Unwatched Show 


I grew panicky and reached for the 
program guide. My eyes fell on the 
starred listing opposite the name of 
the show I was watching! “North Da- 
kota’s Governor discusses ‘Crisis in 
the Midwest’s Power Lines.’ ” 

I can hardly bring myself to say 
it. I must have been mad. Yes, I en- 
tered the title of that show in the 
diary, but I didn’t watch it. 

Well, there was no excuse. No mat- 
ter how you look at it, I cheated. 

Now that it’s out in the open, I feel 
much better. I know that Ill never 
be decorated by Newton Minow, and 
if ARB wants to offer a suitable pun- 
ishment for my lapse, it can hereafter 
refer to me as the “typical viewer.” 
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Twenty-five years ago, only 1 in 
7 cancer patients was being cured. 
Fourteen years ago, 1 in 4. Today, 1 
in 3 is being saved. 


With what science knows about 
cancer right now, one in two could be 
saved by means of earlier diagnosis 
and proper treatment. The tragic fact 
is, however, that this year more than 
85,000 Americans — who might have 
been saved — will die from cancer! 


To learn how to guard yourself 
against cancer... the importance of 
Cancer’s Seven Danger Signals and 
other life-saving facts...call your 
nearest Unit of the American Cancer 
Society or write to “Cancer” in care 
of your local post office. More than a 
million Americans are alive and well 
today, cured of cancer, because they 





went to their doctors in time. £ 
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AMERICAN CANCER SOCIETY 
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Channel 10 
Rochester, 
Minnesota 
National Representative: Venard, 
Rintoul & McConnell, Inc. 


In Minneapolis: Harry S. Hyett Co. 
Network Rep.: Elisabeth Beckjorden 
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Educate 


(Continued from page 34) 


fully, his plans and problems in re- 
making a big city like Philadelphia 
and still believe that slums must stay 
and cities must die? 

One by one, the world’s great plays, 
great music, great artists, great intel- 
lects, great statesmen come before the 
cameras, and in a single night reach 
more people than they have in all the 
nights that have gone before. 

In the reaching, they bring educa- 
tional channel 


television to every 


every week. 
Same Audiences 


If the commercial television sta- 
tions were to program exactly like 
the educational stations, they would 
draw audiences no larger than those 
of the non-commercial stations. 

In justice to advertisers, the sta- 
tions have an obligation to draw audi- 
ences—and they discharge it might- 
ily. 

At the same time, as the record 
shows, they discharge in varying de- 
gree their obligation to nourish the 
minds and the tastes of men. 

There are people who would hasten 


this whole process. They would do 
it by Government edict (as if any one 
man or any small group of men could 
ever know what is best for everyone). 
They would run the risk of damaging 
the whole structure of broadcasting 
to get rid of the abuses (which may 
be many, or few, depending on where 
you sit). 

One of our agency men who spent 
some time in Japan said that one 
thing he had learned to admire was 
the patience of the Oriental. The 
Japanese doesn’t insist upon every- 
thing being done tomorrow. Maybe 
this is one area where we can afford 
to let nature take its course and do 
by indirection what might be ruinous 
to do directly. 

All history supports the belief that, 
as people’s education and taste im- 
prove, their wants increase and they 
create constantly expanding markets. 

That truth alone will do more than 
all the Government regulation or self- 
regulation codes in the world to up- 
erade television programming. 

(The above article is reprinted 
from “Dividends,” a publication of 
Ketchum, Macleod & Grove, Inc., 


courtesy of the agency.) 














Taping a 30-minute address of the President of the United States dedicating 
a highway in the heart of a remote Oklahoma forest was the job given to these 
men from wKy-Tv Oklahoma City and wvtv Tampa, Fla., on 48 hours notice. 
The mobile van on the left came 1,300 miles non-stop to Big Cedar, Okla. to 
help its sister station do the job. At 2 p.m. Oct. 29, President Kennedy delivered 
the address and at 6 p.m. it was on the air for Oklahomans—and the rest of 
the nation—to see and hear. 











Newsfront (Continued from 21) 
greater acceptability of their research 
and aid advertisers in determining 
its validity,” Mr. Sawyer said. 

Mr. Sawyer also mentioned the 
random alarm clock method of test- 
ing what readers are reading as a 
way to determine, perhaps, what tv 
viewers are watching. The gadget is 
a small alarm clock which rings at 
random times. Subjects agree to note 
on a record sheet what publication 
he is reading at the time the alarm 
sounds. 

Summing up, Mr. Sawyer said: 

“When you read any statistics, al- 
ways remember the bias of the party 
who introduced the figures . . .” 

“Knowing numbers is not knowing 
everything.” 

Mr. Liddel cautioned against haste 
in condemning any advertising plan. 

“Advertising does not work over- 
night,” he said, “and, therefore, 
measurable results that are useful 
and projectible, or conclusions that 
are valid and conclusive cannot or 
should not be obtained until we are 





certain that our advertising plan has | 


had time to work, or that other fac- 
tors we may have overlooked are not 
affecting our results.” 

The task is not easy. 

Factors such as the size of the 
product’s market and its location as 
well as consumer buying habits must 
be considered. 

Within these areas, many questions 
must be answered before a reason- 
able analysis of the plan can be 
made. Among them are these: 

1. “Are there any unusual national 


or local changes in competitive vol- | 


ume of sales or case rate allowance? | 


Is competition spending more since | 


we started testing? 
2. “Is there or has there been a 


distribution time-lag, has the pipe- | 
line taken longer to fill than ex- | 
pected? How are we doing on our at- | 


tainment goal percentage-wise ? 


3. “Assuming all of the variables | 
of location of market have been se- 
lected properly, do they remain the 
same throughout the test—do we ac- 
tually reach the people we set out to 
reach? 


“This means a continuing check of 
tv spots, radio spots and newspaper 
lineage,” Mr. Liddel said. 

4. “What if there is a drastic share 
of market change on the part of 
competition—in a specific group or 
in the total market? 

“We must analyze and see if com- 
petition was artificially high or low 
before the test started,” he warned. 

5. “Are we accomplishing what 
was set up as far as matching con- 
sumer buying habits go? 

This consideration will take into 
account such things as whether ini- 
tial purchase was high and repur- 
chase low, whether store displays ap- 
peared at the start of the campaign, 
whether weather was a factor, and 
whether there is a variation in the 
method of distribution. 

These, and many other factors, 
must be considered, Mr. Liddel con- 
cluded. 

“There is nothing automatic about 
our wonderful business. It is not a 
valve to turn on and expect to re- 
ceive an immediate flow of results.” 





Vote Veracity 

The oft-arising kind of exhibition 
which does the television industry 
little good took place recently when 
ABC news chief James C. Hagerty 
lashed out at NBC’s “inaccurate re- 
porting” of the New York City 
Mayoralty election, prompting NBC 
to respond with a personal retort in 
the inimitable style of former Presi- 
dent Truman. 

Cause of the controversy was the 
fact that the NBC election coverage 
for the network’s flagship station 
wnsc-Tv New York ended at 11:30 
p-m. on Nov. 7 with a vote-count 
figure of 1,284,059 for incumbent 
Robert Wagner. At sign-off, there was 
still some five per cent of the city’s 
election districts to be counted. Upon 
completion of official tabulations the 
following morning, Mayor Wagner's 
vote totaled 1,234,533 or 49,526 less 
than NBC had credited him with the 
previous night. 

NBC promptly issued a statement 
admitting to a “tabulating error” in 
its count. Fortunately, the Wagner 
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margin over his nearest opponent was 
almost 400,000 votes, so the error did 
not affect the outcome of the elec- 
tion. NBC’s acknowledgment of its 
mistake appeared in the Thursday, 
Nov. 9 edition of The New York 


Times immediately above an an- 


ABC’s 


Hagerty had called a press confer- 


nouncement _ that James 
ence for 10:30 a.m. that morning. 

Before an assemblage of some 20- 
30 newsmen, trade press reporters 
and invited representatives of CBS 
and NBC, Mr. Hagerty questioned 
“the accuracy of NBC’s Mayoralty 
returns.” His questioning, he stated, 
was done in the interests of sustain- 
ing the public’s confidence “in tele- 
vision’s ability to present returns 
with all possible speed, but also with 
complete reliability.” Errors, such as 
reported by NBC, Mr. Hagerty said, 
“cast doubt on such reporting” —par- 
ticularly so when the actual error 
amounted to “a great deal more than 
50,000 votes.” 

To back up this thesis, the ABC 
news vice president turned to chalk 
and blackboard. Dividing the total 
vote cast by the number of election 
districts, he arrived at an average 
votes-per-district figure of 509. At 
sign-off, NBC was already nearly 
50,000 votes ahead of the final total 
—with some 238 districts yet to be 
tallied, Mr. Hagerty emphasized. As 
the Mayor gained 50.9 per cent of 
the city’s total vote, it was thought 
only reasonable to conclude he might 
have taken a similar percentage of 
votes in those remaining districts 
which NBC did not tabulate. Multi- 
plying 509 by 238 and dividing the 
result by two (50.9 per cent), Mr. 
Hagerty produced another 60,000 
votes he claimed would have appeared 
in NBC’s totals had the station stayed 
on until all votes were in. 

Thus, said the executive, the final 
NBC error would have been in the 
area of 110,000 votes, or 10 per cent 
too high. “In a national election,” 
he noted, “where the west coast voters 
go to the polls after much of the rest 
of the country, inaccurate reporting 
of early returns could influence those 
persons yet to vote.” Acknowledging 
the fact that NBC’s and CBS’ “pro- 


duction” on the election telecasts had 
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A new 1,523-foot tower, higher than the Empire State Building in New 


York, is now giving witN Washington, N. C., a stronger, clearer, sharper signal 
for the entire eastern portion of the state. The tower which houses the latest 
design 12 bay GE batwing antenna and provides reach for a new 50 kw GE 


transmitter has exceeded expectations, officials say. In it is an elevator which 
takes engineers from the 20 foot to the 1,400 foot level. The entire witN ap- 


paratus was designed by George C. Davis of Washington, D. C. 





been superior to that of ABC, Mr. 
Hagerty praised the ABC accuracy. 

And, while defending a need for 
rivalry in coverage, he suggested the 
tv networks, stations, election officials 
and other interested parties “sit 
down” and work out error-less meth- 
ods of reporting in the future. 

In immediate retaliation, NBC ac- 
cused Mr. Hagerty of being “last 
with the audience and first with a 
press conference,” of eating “sour 
grapes” and of attempting to “alibi” 
for “failure.” In genteel 
fashion, the network ran full-page 


more 


advertisements pointing out that the 
NBC ratings were “virtually as large 
as that of the other two stations com- 
bined and about five times larger 
than one of them.” The ad also cited 
the press accolades given the NBC 
efforts and, while admitting “cha- 
grin” at the Mayoralty tabulating 
error, emphasized the effectiveness of 
a reporting technique that employed 
450 people in accurate coverage of 
numerous other 
WNBC-TV area. 


elections in the 


“I am not interested in personal 
attacks,” Mr. Hagerty replied to the 
NBC statement, “only in accurate re- 
porting.” 

A political analyst contacted by 


TELEVISION AGE had a few comments 
on Mr. Hagerty’s “projection” of the 
NBC error. “I feel,” he said, “such 
figuring couldn’t be statistically de- 
fended. In the first place, there’s al- 
most no way for ABC to determine 
whether or not the last five per cent 
of election districts not counted by 
NBC are average in size or not. As- 
suming that NBC would have sta- 
tioned its field men at major polling 
places in an effort to get the greatest 
number of votes in quickly, it would 
seem the late returns would come 
from smaller areas. Thus, the ‘aver- 
age’ count of 509 voters per district 
might be too high. 

“Secondly, the unreported dis- 
tricts could have been heavily Re- 
publican, and therefore could have 
given Wagner fewer than 50.9 per 
cent of the districts’ votes. Of course, 
it would be as easy to say that the 
areas in question might not only be 
than average, but heavily 
and that the NBC 
error could have been larger than 
110,000 votes. 


“Either way, it seems, the one net- 


larger 


Democratic ones 





work has put itself in the position of 
blan.ing the other for something the 


first thinks might have happened.” 

















In the picture 


Michael J. Donovan (l.) and Paul N. Lideen (r.) have 
been elected vice presidents of Batten, Barton, Durstine & Osborn. 
Mr. Donovan was associate media director; Mr. Lideen was an 
account executive. Mr. Donovan, who joined BBDO in 1959, 


previously was vice president and associate media director at 
Benton & Bowles, a media supervisor with McCann-Erickson and 
a buyer for Ward Wheelock, Philadelphia. Mr. Lideen joined 
BBDO in 1956 in the marketing and account department. Earlier, 
he did marketing research for A. C. Nielsen Co. and the Market 
Research Corp. of America. 





Charles R. Abry (r.) and Ernest L. Jahneke Jr. (1.) have 
been named vice presidents of the National Broadcasting Com- 
pany. Mr. Abry will handle general sales for the tv network. Mr. 
Jahncke will be in charge of standards and practices. Mr. Abry 
joined NBC-TV as eastern sales manager in 1957 and has been 
general sales executive with responsibility for client contact in 
the eastern and Detroit areas since 1958. Mr. Jahncke joined 
NBC in 1959 as director of standards. He became director of 
standards and practices in 1960, assuming full supervision of the 
department. 





Ernest J. Hodges, vice president of Guild Bascom & Bonfigli, Inc. since 1952, has 
been elected senior vice president of its San Francisco office. He will also be account 
service supervisor on the Ralston Purina Co. and Foremost Dairies, Inc. accounts. Early 
in 1946, he joined J. Walter Thompson in San Francisco as a copy writer on Kraft Foods, 
Safeway Stores and Pan American. He left JWT to form his own public relations firm, 
Hodges-Pierce & Co. and joined GB&B as vice president in 1952. In 1958, he was named 
Outstanding Young Advertising Man by the Association of Advertising Men and Women 
and received the Ryder Award. His Ralston account has earned the Silver Anvil and com- 
mendation from the North American Newspaper Alliance and the People to People Foun- 


dation for its educational value. 





Spurgeon K. Britt (1.) has been named coordinator of adver- 
tising and Thomas W. Wilson (r.) has been appointed coordi- 
| nator of sales promotion in the marketing department of Humble 
* Oil & Refining Co., Houston, chief domestic affiliate of Standard 
Oil of New Jersey. Mr. Britt, who joined Humble in 1946, has 
been serving as manager of advertising and sales promotion in 
the company’s southwest region. Mr. Wilson, who joined Esso 27 
years ago and was manager of motor products advertising and 
sales promotion for the Esso Standard region of Humble, was for 
five years head of Esso’s outdoor advertising program. 





Frank Walsh, research director of Compton Advertising, Inc. of Chicago for several 
years, has been elected to the office of vice president by the board of directors in New 
York. Mr. Walsh has had a distinguished record as research director of several leading 
corporations, including General Foods where he was responsible for the Maxwell House 
Coffee, Post Cereal and Gaines Dog Food accounts, Armour Company and the Coca-Cola 
Company. He holds a bachelor of science degree and a master of science degree in 
business administration from the University of Chicago. He is married and lives in 
Western Springs, Illinois, with his wife and two children. Among his hobbies are golf 
and bridge. Besides New York, Compton has offices in Los Angeles, San Francisco and 


London, England. 
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“You get off a plane after 14 hours 
wanting only a shave and a bath. . . . 
But within minutes you are cornered. 
Arc lights in your eyes, cameras whiz- 
zing. You put up your hands to shade 
your eyes, and next day there you are 
looking old and worried.” 

On the other hand, the speaker 
said, he almost never watches tele- 
vision. “But I am spared nothing. My 
family are numerous—and candid.” 

The complainant: Harold E. Mac- 
minister 


prime of Great 


Britain. 
* * * 

Ever since Pierre Salinger stayed 
up until two o'clock in the morning 
so that he could report that President 
Kennedy and his guests, did not dance 
the Twist, it’s 
craze. 

Must be that Back Bay philosophy 
that says, “If a Bostonian won't do it, 
listen to it or see it, the rest of the 
country should.” 

At any rate, WoR-TtV New York is 
capitalizing on this cross between a 


become a _ national 


shimmy and a heart attack by putting 
free lessons on the air. Every hour, 
on the hour, from 9 a.m. to 6 p.m. 
Chubby Checker explains the fine 
points of 1961’s answer to the Black 
Bottom via tv. 

The idea may be to give house- 
wives a one-minute per hour break in 
their daily routine. Sure beats swing- 
ing a mop. 

= * * 

Taking note of the growing number 
of magazines that are discontinuing 
publication in the face of tv’s height- 
ened popularity, one ad agency wit 
offered this slogan for any publica- 
tion on the brink: “We’d rather be 
read than dead.” 

* * % 

Joe E. Lewis, on Open End: 

“When I was on the air, they took 
a Hooper rating once and found two 
hoops listening. Then they took an 
audience measurement and discovered 
75 per cent of the studio audience 
wasn’t listening .. .” 


* * * 


Although items on this page are 





sometimes fiction or exaggerated fact, 
the following story concerning the 
visit of the late Patrice Lumumba to 
Canada is true to the best of our 
knowledge. We picked up the story 
in the North Delegates Lounge of the 
U.N. 

Mr. Lumumba, then premier of the 
Congo, was on a state visit to Ottawa. 
In the course of it, he got his first 
massive exposure to American and 
Canadian television. He liked what he 
saw so much that when Premier Die- 
fenbacher of Canada asked in what 
way Canada could be of assistance to 
the Congo, Lumumba replied, with 
his usual fire, “Technical assistance 
for television!” 

Diefenbacher and his aides were 
astonished. When the Canadian pre- 
mier asked if there weren't 
pressing needs in the Congo than tv, 
Lumumba stalked out in anger. The 
only way they could get him back in 


more 


the room, the story goes, was to turn 
on a television set. 


* * ~ 


Congratulations seem to be in 
order for wpau-tv Scranton, which 
ran a spot campaign for a used car 
—and sold it—for a whopping $6,000. 
The car, once owned by a railroad, 
was a former VIP special Pullman. 


* * * 


After that man’s hilarious an- 
nouncement to the effect that he didn’t 
mean the bomb to be that big we’ve 
decided to change the title of our 
favorite end-of-the-world news special, 
I Didn’t Want to Do It, to something 
much simpler. Let’s just call it Ooops! 
* * * 

Just in case you missed Bob New- 
hart’s version of one of television’s 
most ubiquitous commercials: 

1st Man: Say, I need a car. 

2nd Man: Renta car! 

Ist Man: Where? 

2nd Man: At your nearest rent-a- 
car office. 

Ist Man: Good idea. How much? 

2nd Man: Only $35 a week. 

Ist Man: Why, I can buy a new car 
for that. 

2nd Man: Hey, you're right. 
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McGOOH 
ANGER MAN’ 


Dynamic PATRICK McGOOHAN 

with the artistry that won him the award 
of Television Actor Of the Year, 

as special security agent John Drake... 
Danger——and beautiful women—— 

from all over the world 

follow him. 














